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HOW TO PUT 
YOUR BEST FOOT 
FORWARD 
IN RICHMOND 




If you're looking for national sales you can't 

overlook Virginia's first market. 

Fast expanding Richmond is well worth knowing. 

It's a city of traditions, a city of pride. It's 

a city with a heart. 

Throughout the metropolitan Richmond market you'll 
discover that The First Stations of Virginia command 
a respect and warmth that add up to advertising results. 
There are good and understandable reasons for this. 
Any Blair man will be glad to explain them. 




Havens & Martin Stations are the only 
complete broadcasting institutions in Virginia. 



TV'S 



WMBOam 

W T V R TV MUST STATIONS OF VIRGINIA 

WCOD> 



Pioneer NBC outlets for Virginia's first market. 
Represented nationally by 
John Blair & Company. 
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Spot volume soon 
may pass network 



Rail vs. air 
advertising battle 
looms 



Estimates see 
spot up 15-20% 



More Chiquita 
Banana public 
service 



Mitchell urges 
harder selling 



Networks start 
Happy New Year 



At present expansion rate national spot volume may pass national net- 
work in two or three years. In 1948 spot moved up to $14,800,000, 
from $91,000,000 in 1947. After summer slump, it gained again last 
fall and is expected to show $110,000,000 for year 1949. Four coast- 
to-coast networks meanwhile billed-after discount s-$133 , 000 , 000 in 1947 
and 1948, and dipped in 1949 about 4% to about $128,000,000. Local 
broadcasting followed retail sales trend down 5-7 per cent. 

-SR- 

1950 may be big year for rail air advertising as a result of airlines 
aggressive drive for passenger business. Railroads have been feeble 
air advertisers to date ; airlines somewhat stronger. Television will 
be used by many in both categories because of travel picture possi- 
bilities (see page 30). 

-SR- 

With stations reps at year's end busier than ever getting contracts. 
Some estimates place national spot in first half of 1950 at 15-20 
per cent above first half of 1949. Foods, soaps, drug products (in- 
cluding antihistamine cold tablets) and watches lead the parade. 
Motor makers will use spots not only to announce new models but for 
sustained campaigns. One watch company, Longines-Wittnauer , is re- 
ported dropping two network shows to return to spot. 

-SR- 

Chiquita Banana is gaining new applause for United Fruit as it cau- 
tions New Yorkers on the necessity for conserving water. Chiquita 
frequently pitches in on public service jobs these days. 

-SR- 

Aggressive, intelligent selling turned tide of receding business 
in broadcasting in 1949, said Maurice Mitchell, director of BAB, in a 
year-end report. Many broadcasters discovered, he said, that "poten- 
tial advertisers in every market just weren't being asked to buy 
broadcast advertising. If broadcasters continue to use every avail- 
able selling tool, on every available advertiser, 1950 will see new 
record established." 

-SR- 

Final figures are expected to show NBC ahead of CBS in 1949 time 
billings. But CBS announces new business starting in January will 
total $3,800,000 on annual basis. 
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Mutual sells 
$3,000,000 time 



Coincident with denial of report Mutual network would be sold to 
Metro-Goldwyn-Mayer Pictures, Frank White, MBS prexy, announced net 
has sold $3,000,000 time on annual basis. In first nine months of 
1949 MBS revenue was down 11 per cent from paralled period of '48— 
but Mutual is optimistic about new year. 



-SR- 



Woods stresses 
TV expansion 



Mark Woods, president of ABC, emphhasized video in annual statement 
but added that, ABC has been "equally vigorous in the field of radio." 
Net announced its daytime mystery (SR, 19 December) will be "Hannibal 
Cobb," half-hour, five-a-week afternoon show. . . ABC revenue was down 
in 1949, and reports still persist net may be sold. 



-SR- 



Stanton boasts 
high ratings 



Frank Stanton of CBS found plenty to crow about at year's end in cur- 
rent Nielsen and Hooperat ings , where CBS respectively had 16 of the 
top 20 and nine of the top 15 nighttime programs. "Time sales for 
both radio and TV in 1949", he pointed out, were highest in company's 
history. 

-SR- 



FCC reports 
more stations 



FCC reports these stations on air at year's end: AM, 2072; FM, 740; 
TV, 94. Deletions include 60 AM, 204 FM, and 12 TV stations. Con- 
struction permits are pending for 320 AM, 48 FM and 354 TV stations. 



-SR- 



Union network 
signs up K-F 



Kaiser-Frazer has become first "union network" sponsor, effective 2 
January, with news commentaries on six-stations: WFDR, New York; KSMV, 
Los Angeles (both owned by Ladies' Garment union); WDET, Detroit, and 
WCU0, Cleveland, owned by United Auto Workers ; WCMF, Washington, co- 
operatively owned, and WFLN, Philadelphia. Some 75 stations are now 
either owned by unions or run by groups friendly to them. 



-SR- 



ILCWU matches 
Pope bid for WINS 



International Ladies' Garment Workers' Union has matched Generoso 
Pope's $512,000 bid for purchase from Crosley Broadcasting of 50,000- 
watt WINS, New York. ILGWU already owns FM station WFDR there, and 
Pope, Italian Language newspaper publisher, owns WHOM. 



-SR- 



Ncws broadcasts 
get more interest 



W0R has found in study of average ratings of major news programs 
covering last eight years in New York that "more people spend more 
time listening" to such programs now than during early part of World 
War II, and "overage rating for all 15-minute newscasts currently tops 
average for comparable months in all war years." 

Please turn to page 34 
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late again ? 

CALL, WIRE, WRITE FOR INFO ON RADIO'S 
ONLY NEW AND PROVEN TRANSCRIBED SERIAL - 



SECOND SPRING 

Also Great Musicals 

PLANTATION HOUSE PARTY HOSPITALITY TIME EDDY ARNOLD SHOW 




RADIO PRODUCTIONS, INC. 

MONOGRAM BUILDING NASHVILLE 3, TENNESSEE 

SALES AGENCY: MONOGRAM RADIO PROGRAMS. INC. 



CHICAGO 
AN 3-7169 



NASHVILLE 
4-1751 
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Backstage at 
Lennen & Mitchell 



Radio saves the 
day 



Hottest thing in 
radio 



Louisville's 
Mr. Sponsor 



Railroads need 
better radio 



Before you junk 
your commercial 



(ingles graduate 
to TV 



The waiting 
farm market 



After midnight 
programing 



Critique 
on Co-op 



Lightning that 
Strikes 




ARTICLES 



How a top-flight agency approaches prob- 
lems of client, solves them by integrated 
effort 



The big flood looked likely to cancel joske's 
sale of the year, till radio came to the rescue 



If there are still a few sponsors who have 
no singing commercials on the air, chances 
are they'll follow the trend in the near 
future 
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How a radio-wise Louisville Savings & Loan 
association boosted deposits from $25,000 
to $31,000,000 



Sponsor survey reveals haphazard thinking 
on broadcast advertising is no boon to na- 
tion's roads 



Analysis of reactions of 1,000 members of 
TV Critics Club show that the commercials 
they like best don't necessarily sell them 
on the product 



IN FUTURE ISSUES 



Production problems are a major headache, 
but sponsor-agency execs can take a bow 
on the quality of the work produced to date 



Farm income and demand for electrical 
appliances hit an all-time high, but radio is 
generally missing the boat 



What goes on the air after 12 o'clock, who 
sponsors the programs, and who listens 



Co-op radio is growing 
wrong way 



. but often in the 



All-radio presentation film will be fully de- 
scribed in SPONSOR'S Souvenir Edition 
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makes mornings merrier! 



WGY area listeners get a merry 
start for the day, every morning, 
Monday through Friday between 
7:15 and 8:45. That's when master 
showman, EARLE PUDNEY, takes 
over for an hour and a half, with 
a combination of piano, vocals, 
and favorite recorded selections. 
Advertisers get a break too. Com- 
mercials are woven neatly into the 
fabric of the show with carefully 
planned intros and segues. The 
outcome — better listening — more 
listeners — tangible sales results. 
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Our name is Wideman. We are one of 65,310 
radio families that live in Albany County. Last 
year the four of us spent 3300 dollars for 
necessities. With two children, our household is 
a busy place in the morning — but not too busy 
to include Earle Pudney of WGY at the break- 
fast table. His wonderful piano playing, singing 
and general comment help make our mornings 
merrier. I hear him at home and during the 
16-mile drive to my place of business. Plum 
puddings to Pudney! 



BMB— STUDY NO. 7—7946 



Represented Nationally by NBC Spot Sales 



"ffiO on your dial 
watts 

affiliated with fl^J 




A GENERAL ELECTRIC STATION 



KEY TO SYMBOLS * Over 250,000 ■ 100,000—250,000 • 50,000—100,000 ® 25,000—50,000 ® 10,000—25,000 O Under 10,000 



it's easy, 



IF YOU 
KNOW HOW! 




A, 



.t KWKH we don't know how to do handstands, or 
"fingerstands" either, but we do know how to get and 
hold the greatest radio audience in our booming four- 
state area. 

Shreveport Hoopers prove that KWKH gets the 
greatest Share of Audience in our great metro- 
politan market. Oct. -Nov., '49 figures, for in- 
stance, showed a 41.5% greater Share of Audi- 
ence than Station B for Total Rated Periods. 

Mail-pull figures, paid attendance at "live" 
shows and BMB percentages prove that KWKH 
is tops with the rural audience, too. 

By any measurement, KWKH is the best buy in this rich 
Southern market. May we send you all the proof? 



KWKH 



50,000 Watts 



Texas 



SHREVEPORT f LOUISIANA 



Arkansas 
CBS Mississippi 

The lirauhani Company, Representatives 
Henry Clay, General Manager 



40 West 52nd 

MAIL ORDER SELLING 

Your story "Is Mail Order Good for 
Radio" seems overly charitable to the 
station practice of selling time on a 
per inquiry basis. From personal ob- 
servation I submit that current abuses 
are harming station reputations and 
disturbing thoughtful advertisers who 
pay card rates. 

Only yesterday my wife mentioned 
the keen dissatisfaction of a friend 
who bought a tablecloth through one 
of these P.I. ads. No outright false- 
hoods may have been told, but the 
cloth received was not hemmed, it had 
several other demerits which I have 
forgotten, and the purchaser said she 
would never again trust any advertis- 
ing she heard on that station. 

This was not a struggling station; it 
was upper crust. Clearly its censor- 
ship of copy is not what it is cracked 
up to be. 

Oliver B. Capelle 

Sales Promotion Manager 

Miles Labora'ories 

Elkhart, Indiana 



In view of the fact that many radio 
stations owe a substantial share of 
their billing to mail order accounts, 
and at the same time provide a genu- 
ine service to their listeners, I think 
your recent article on the subject was 
realistic, informative, helpful and con- 
structive, showing as it did. both pros 
and cons of the situation. 

Hubert K. Simon, President 
H. K. Simon Advertising 
New York City 



We've read with interest the article 
in the December 5th issue concerning 
the stations which accept pereentage- 
of-inquiries deals. Would you be good 
enough to let us have a list of stations 
in this mail order network? 
Jack L. Levin 
Louis E. Schecter Advertising 
Baltimore, Maryland 

• \A*\ of MON station* i* not available l>ut fur* 
rlicr information may l>r olitalui'tl l>y \«rltlraz to 
Mail Ordvr Network, I 1IO llroadunv. New York. 



READING VS. LISTENING 

Recently, you sent us a reprint from 
sroivsoK Magazine containing "Read- 
ing vs. Listening" In Dr. Lazarsfeld. 

It made such a favorable impression 
on our sales stnfT that the men are 
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How To Lose An Account 

A Winston - Salem dry 
cleaner, using WAlRadio ex- 
clusively, cancelled his news 
strip. Reason: He outgrew 
his plant and could not 
handle the increased busi- 
ness WAlRadio brought. We 
lost this account for six 
months. Now he's back on 
the air, the new plant in 
operation and business is 
booming. 




NORTH CAROLINA 
National Rep: Avery-Knodel, Inc. 



clamoring for additional copies which 
they can put in their sales kit. If it 
would not be imposing on you too 
greatly, please send us ten additional 
reprints, if you still have tlveni avail- 
able. 1 assure you they will be great- 
ly appreciated by all of us at WQAM. 

Hakky Caw I 1 

Asst. General Manager 

WQAM, Miami, Florida 



MAXON INQUIRIES 

We have been unable to scare up a 
\ovember issue of SPONSOR — appar- 
ently your story on Gillette is the 
cause for disappearances! If you have 
a spare copy, we would certainly ap- 
preciate ha\ ing it. 

Jean IIekliiiy 
Merchandising Dept. 
Maxon Inc. 
Detroit, Mich. 




In In your article "The Forgotten 
15 Million" in the October 24th issue 
you say "Negro disc jockeys . . . have 
now multiplied to more than 100." 
Have you even a partial list of the sta- 
tions with programs slanted to the Ne- 
gro market? I am particularly inter- 
ested in the stations of Illinois. Miss- 
ouri. Kentucky, Tennessee, Arkansas, 
Oklahoma, Louisiana, and Mississippi. 
Aside from WD I A in Memphis most 
of those we heard about are north of 
the Mason-Dixon line. 

Preston H. Pumphrey 

Maxon, Inc. 

New York City 

9 SI'ONSOH has arranged to send a lint nf Ntgro 
illsk jockeys to Mr. Pumphrey. 



, MORE RE 8MB 

I'd like to congratulate you on the 
excellent presentation of the stor) on 
1 5MB in your November 7 issue. I 
think that you have comprehensively 
and forcefully told a very important 
story. 

Koger W. Cijpp 
General Manager 
WFIL, Philadelphia 



FARM FACTS 

Congratulations on your "Farm 
Facts Handbook." It is the finest 
treatment of COMMERCIAL broad- 
casting in the farm field that I have 
ever seen. 

( Please turn to page 61 I 



WTAL 



TALLAHASSEE 

5000 Watts — Day and Night 
I lie €*«»n<er of 

Capitaland 



Serving 

and 
Selling 

12 

Georgia Counties 

and 

11 

Florida Counties 

* Ask your John Blair 
man to tell you the full 
story on Capitaland and 
North Florida's most 
powerful radio voice — 
WTAL! 

WTAL 

TALLAHASSEE 

L. Herschel Graves, Gen'! Mgr. 
John H. PhippS/ Owner 

FLORIDA GROUP 
Columbia 
Broadcasting 
System 
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Taxes and investigations 
slow growth of business 

While Senator O'Mahoncy's committee is trying to find 
out what ran be done to get risk capital flowing again in- 
to the bloodstream of business, other governmental factors 
at the start of 1950 tend to impede economic progress. 
High "luxury" taxes, for example, are still in effect. Sec- 
retary of Commerce Sawyer has proposed a new inter- 
agency committee to study "monopoly.'" and the Justice 
Department is piling up testimony in its anti-trust action 
against the A&P stores. Both the FTC and Food and Drug 
Administration have started inquiries into advertising 
claims for the new anti-histamine cold "cures. ' 



Heinz, CF credit sales 
rise to advertising 

The Justice Department's suit against A&P continues to 
bring forth some interesting figures. Howard Heinz, presi- 
dent of H. J. Heinz Company, said that of his 1949 volume 
of $126,146,500, advertising represented 5.2 per cent. 
Charles G. Mortimer of General Foods credited advertising 
with a major part in lifting GF sales in 10 years from 
S135.000.000 to S500.000.000 annually. 

Some increase seen 
in 1950 ad budgets 

Advertising budgets in 1950 will "at least equal 1949's 
outlay,'' the Wall Street Journal has concluded, and "final 
decisions may boost the total above 1949." Increases are 
expected, among others, by General Motors. Ford, Kaiser- 
Frazer, National Airlines. International Silver, and du 
Pont. Association of American Railroads and New York 
Central, however, are among advertisers currently reducing 
budgets. VanHeusen shirts will spend a record $1,000,000. 

Paul Willis predicts 
more food advertising 

Total food store sales in 1949 were about $30.2 billion, as 
compared with $30.5 billion in 1948 — the decline being 
due to "lower prices rather than to decreased tonnage 
sales.'' said Paul S. Willis, president of Grocery Manufac- 
turers of America. He lound a "hopeful outlook" for 
1950: Aggressive manufacturers will increase their ad- 
vert isinj; as the sale becomes harder to make.'' 



But, somehow, business 
still forges ahead 

Despite restraints and uncertainty, the business indexes 
move into a new half-century on a sharp upward trend. 
Ihisiness Week's index not only shows recovery of all the 
ground lost since the steel strike started in October but 
currently is at about the level of last March. 

South and West lead 
in economic progress 

In the 194!>-49 period. business in the Southeast. Southwest 
and Far West moved ahead much faster than the national 
average the Commerce Department reports. The number 
of business concerns in the country increased 913.000 
over the five-year period, totalling 3.935,000 at end of 
1919. Forty-eight per cent of this increase was made by 
these, three areas. Florida, Arizona and California led 
with respective gains of 71. 07 and 50 per cent. 

Color and UHF decisions 
will spark TV expansion 

Sometime next spring the FCC probably will adopt policies 
ending the freeze on new VI IF TV stations and releasing 
I IIP and color. RMA has been getting commissioners* re- 
actions to a proposed new National Television System 
Committee to formulate color standards. FCC will resume 
hearings on all three question?. 20 February. Meanwhile, 
even without decisions on them, indristry generally agrees 
that 4.500.000 to 5.000,000 TV sets will be sold in 1950. 
This would double the number now in use. 



Advertising Council starts 
"half-century" campaign 

The Advertising Council reviews the economic progress 
of the last half-century and suggests how the trend can be 
continued, in a campaign guide for 1950. Titled The Bet- 
ter We Produce the Better W e Live it offers advertising 
ideas and general plans for campaigns o nthis theme. 
Broadcast messages on this theme thus far total more than 
two Billion listener impressions. 

Sawyer proposes single 
agency on transportation 

The Government is "fostering and promoting competition" 
in transportation on one hand and restricting it on the 
other. Commerce Secretary Sawyer pointed out in a 100- 
page report to President Truman. The railroads have long 
complained of the "unfairness'' of government subsidies 
to airlines, water carriers and trucks and buses, through 
outlays for road building. Mr. Sawyer asked formation of 
a sigle government agcnc\ to handle subsidies and other 
promotional activities for all forms of transportation. 

D. C. Commission puts 
okay on transit radio 

District of Columbia Public I tilities Commission has dis- 
missed its investigation of transit radio, and has ruled that 
inus< -as-\ ou-ride "is not inconsistent with public con- 
venience, comfort and safety." Washington Transit Radio. 
Inc.. has equipped 212 buses and trolley cars with transit 
radio, and plans extending it to 1.500 more. 
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Over 500 have already subscribed lo Ihe 

ALL-RADIO PRESENTATION 



HOW ABOUT YOU? 



« • 



The eagerU -awaited \LL- RADIO PR ESE NTATION film 
is alnioM ready for release — ready to soek home its mes- 
sage throughout llie length utid breadth of America- sell- 
ing Radio to all typos of advertisers everywhere. The offi- 
cial preview will he February 1, with nationwide relea-e 
on February 15. 

So if yon haven't subscribed — as 500 already have — note 
that this is the LAST CALL! Only subscribing broadcasters 
will he aide to present this convincing, fact-filled motion 
picture, different from anything ever prepared before — a 
film thai actually shows Kadio at work selling goods! 

The closing date for all subscriptions is February 15. Cost 
is low in ratio to your station s billings, and you 11 have 
available three different editions on 16 mm. sound film 
(or 35 mm. if desired): 

■X- a 45-niinnte edition that puts the full story of Radio 
before any audience of businessmen, up to the topmost 
management, right in your own community. 

•X- a 20-ininnte version for showings at sales meetings, and 
business organization luncheons such as Chamber of 
Commerce, Kiwanis. Rotary, etc. 

•X- a 20-miimteedueational edition for showings at schools. 
P.-T.A. meetings, women's dubs, etc. 

Radio has kept silent about itself long enough. Join the 
chorus. Speak up and help ALL RADIO sing \LL the 
praises of America's greatest advertising medium. Send in 
the coupon right awav for complete details on how Y0l T 
can join the rest of the industry in benefiting from the 
All-Radio Presentation. 



ALL-RADIO 

PRESENTATION 

COMMITTEE 



Till-: COM M 1TTKE — Gordim Cra>, \\ 11'. Chairman— M auric- 1!. 
Mitchell. 15 Ui— Herbert 1.. Krucger, % TAG, Treasurer — Eugene S. 
Thomas. WOIC— Leonard A-cli, \\ HCA KHU \ t t<rl.«rr> . KCKV- 
l ewis Amt>. Avi ry-Kmi.U'1 — \\ ill Ualtin, 'I'M V — Bond Geddcs, KMA 
— Ivor Kenwa>, \itC- llarr> Mai/.Hf-h, kl'W IS — \\ . H. Mi Gill, \\ ol- 
uijdioiisc Station- — Frank I'elli'isrrn, Transit Kadio, Inc. \ i< tor \1. 
Iiatner, H. 11. \la<-> — Ilamtuc E. Kingpold, Kdvard l'ctrj it Co. — 
Irving Uoseiihan-, \\ A VT — V. K. Spencer, Jr., llolliugtierj Co. — 
George Wallace, iNHC— Kalpb \\ eil, \\ OV . 



THE ALL-RADIO PRESENTATION 

tells Radio's unit/lie story to all adver- 
tisers on a scale that no one station or 
not work erer could. 

shows how Radio helps haild and main- 
tain good business in the smallest as Well 
us largest of communities. 

demonstrates what a money-saving; buy 
Radio is. 

stresses the enormous size of the Radio 
audience and (lie intensity of its listen- 



ing attention. 



sells Radio as the most practical tVay of 
reaching morO customers at less cost. 



The ALL-Radio 
Presentation Committee, 

Yessir, I do want to be part of the ALL-Rodio Presentation. Please 
send me further details on how I can subscribe at ance. 

Nome 

Station 

Address 

City 



Slote. 



Send your coupon to: 

Broadcast Advertising Bureau 

270 Park Avenue. New York 17, N. Y. 



Travelings 




Entertainment lias always drawn a crowd. 
The crowd has always sought it. or waited for 
it to conic to them. Wherever there was 
a crowd, there were customers. And wherever 
there were customers, there were people with 
things to sell. (A crowd that was m a good 
mood always bong/it more). 

Today the entertainer still gets the crowd, 

only he gets it faster and bigger. 

Through radio he reaches crowds of ten and 

twenty millions in a split second. 

And along with him goes the advertiser. 

In radio the largest crowds gather at that 
point on the dial where the entertainment is 
the best. That point today is CBS. 

For the Columbia Broadcasting System 
continues to be the most creative network in 
providing the kind of entertainment which 
captures the largest audiences. 

Only on CBS will you find most of the 
sponsored programs with the largest audiences 
in radio (11 out of the "top 15"). 

And only on CBS can advertisers find most 
of the available programs with the largest 
audiences (7 out of the '"top 10"). 

This is what makes CBS the most effective 
traveling salesman in radio . . . reaching more 
people with better entertainment ... making 
the strongest impressions in all advertising. 





— where 99,000,000 people gather every 



Reminder, for a SHAMPOO manufacturer 



1 
i 

! 



SPOT 

RADIO works blondes, brunettes, and red-heads 

into a buying lather! 




You've got to sell the girls if you want 
to build big shampoo volume. You've got to keep 
selling them, too . . . again and again and again! 
Spot Radio lets you do just that, economically 
and profitably. For, Spot Radio will deliver and 
sell an audience of women where and when you 
want it . . . once a week or twenty times a day, 
in one market or all markets! 

Spot Radio gives you your choice of 
audience, markets, stations, times, programs, 
seasons. This complete flexibility, backed by 
radio's impact, makes any budget — large or 
small — do its full selling job! Ask your 
John Blair man about it. 
He knows Spot Radio ! 



ASK 
YOUR 
JOHN 



BLAIR 
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MAN! 

JOHN 

BLAIR 

REPRESENTING LEADING RADIO STATIONS 

S COMPANY 



OFFICES IN CHICAGO . NEW YORK • OETROIT ^*^^^ > ST. LOUIS • LOS ANGELES • SAN FRANCISCO 
50 SPONSOR 



New ami renew 
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New National Spot Business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS-MKTS CAMPAIGN, start, duration 



American ExpresB-Cath- I ra* **1 
olic Travel League 
for 1950 Holy Year 
Jubilee 

Heeehn ut (ium t.uni 



Bicycle In at it ute of 
America 



Bristol My era 
Delaney 

DcMert & Dougherty 
Eagle Lion Picture* 

General Food* 
Procter & Gamble 
Renault 



B it- juries 

ResiMtab 

Frozen food 

lleet Division 
M ovies 



Sw aii«d«M ii Cake 
Mix 



Prell 

Automobile; 



Ray MrCurlli> I V V) 



Kciivoii A F.cklmrdt 

<v \.) 



( iampbell-F.vt altl 



Ken von & Kckhardt 
<N. V.) 

Foote, Cone & RcMing 
<N. Y.) 

RulhraufiT & Rvan 



Union Oil Co (Hi 

*St<ition littt net at rrwtnent . 



Young A Htibiram 
«.\. V) 

BeiltOII & HoW lc.s 

(>, Y.) 

Smith, Snittlley ft Tell- 
er, Inr iS. Y.J 

Direct 



New ^ ork City only 
Possibility of expanding 
into I .".20 ink Is at a 
later date 

(>.")."0 htnsS 00 uikts (all 
ea*t of .Mississippi pi 
I . A. & S". I*. | 

fi I <dn*)* i 26 cities 



Over 100 stn.s* 
Northeast I . S. 

North & South 
Carolina 

40 mkts 

^ ankee Network < Boston 
area) ; WLW (Cincinnati 
area ) 

California 



Major mkts 



Radio spots; Oct. 10 



Break*; around lir-il of > far 



Breaks; alit Nov 21 (Agency doesn't 
plan to run any announce incut* 
week before \mas) 

rhree-week campaign starting Dee 1 2 



One. minute spotx campaign end* 
early In January. 

Radio spot* 

Spots; F«-l» I B 
Spots; Frl> IS 



Spots' ; rarly in J an for abt 20 nkn 



Spots; probably early in Jan for 
2U wks 

Spots; probably laic Jan or rarly 
February 

Daily 1 5'fnin ncwirasO; 52 w k* 



Station Representation Changes 

STATION AFFILIATION NEW NATIONAL REPRESENTATIVE 



KLEE, Houston, Texas Independent Adam J. Young Jr Inr, S. V 

Radio Pr ogra mas Continental ItcpuMic of Panama net w ork Mrlrlmr (.u;roan Co Inr, N. Y. 

Radio Sarrebruck, Saarbrueken. Germany Independent Pan American Broadcast ing Co. V V 

WAPA, San Juan, Puerto Rico Independent Clark- Wandle^t-Mann Ioe, N. \, 

WN'EB, Woreeater, Man, Independent The Rolling Co Inc, N. Y. 



Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Frederick Anderson 
Hal Marc Arden 
Crorge Ralterman 
Harry L. Rarnett 
M. Oakley Bldwell 
William II. Botsford 
Frank R. Brodsky 

Austin Byrne 



Compton, N. Y.» vp 
U MC.M, N. Y., dir 

Scheuley Distrihlitorh I lie, N . \ , t adv tngr 



Y. t acct exec 



Benton & Howie*, N 
Sills lne, Chi., vp 

Lever Bros. ( Pepnodcnt Division ► , ("hi 



Byrne, Harrington A 
dissolved ) 



dir of ad\ 
Roberts, .N. Y,, pre* 1 ageiiry 



McCann-Erick^on, V Y„ dir radio and tv 

Robert A. Dories Organization, N. Y., radio and tv dir 

Storm & Klein Inc, X ^ ., exec 

Horemus & Co Inc, Boston, acet firp 

Same, vp 

0<- union & Rettcridge Inc, Detroit, puh rel dir and acet esei' 
Open own agency in Cht. ( Resign at ion from Le-\ er Bros. rfT 

Hec :ti) 

Owen A Chappell, .N . ^ ., nrr 
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Advertising Agency Personnel Changes (Continued) 



NAME 



llarr\ W * ihrri 
llarr*. * amplx-ll 
John ( luirrhlll 
Hal l>**t» 
Jftli*| .1.- Itewu. 
Ralph F. de i a-tro 
K<Uarcl I. F%i<n- 
Kendall Fo-ter 
I»a% id S. 4,,irlaii«l 
.lam I. II. (;,;*.■ 

I. lov d (» ilihon-. 
XX alter II, II...... 

1 1 a rnlil Hartogen-i- 

Xllnrta Hay- 
Ralph U. li.rherl 
Mar-Iuill Hun 
Krue-t 1 >, K noting 
Dorothy It. \|. ( aiio 

I om Xlalnjicj 
J.rald ||. M.-linn 
Jaek M.-hii, 
IloiiaUl C. Millt-r 

I rr.lrn. k \. Xliteli.-ll 

II. .IK M„ ; ,. r 

XI art in J, X| urph> 
XI artin Ooeh-iter 
Hill I Vi-.ru » 

l*;«triria XI. It and .tip I ■ 
I'loniici- Ri.'hard- 
Paul Robert* 
T red Sohaol.T 
XI a ry.il SInrrom n 
Hilt i«l Sil*. i*rman 
FIlH-lltill 1 , Smith 
Xlgni I-.. Swanxon 
Jan I anudolin- 

I larr\ I'nrp 

Nathan Ubi-rl I oft- 

Heiijamin II, X ine\ ard 

Ceor K ." X. X,.lz 

II. I.aun nrc X\ liitleitmrw 

M arlin \\ ill-ted 

Holier! l>, XXolfe 



FORMER AFFILIATION 



NEW AFFILIATION 



/.mini r-K..||. r, |t< Inn'l 
< XI. Ra-fnrd « o,, V ^ 

ltrna<iea>J M< , ,iMirnnpnl Hurean. V ^ r.-.-earrh ,li 
ki num \ Frkl.ar.lt. V ^ .. | nlJ dir 

ititn-xo, n v. 

ItuHiraiifT A lUan, V ^ . 

\ ntcrii ail llroa .least inn Co, N . ^ ,, rest-art-h .1 i r 
\X illiam Ehlt Co I n<\ \, X . 



.X Riihit-am, N. ^ ., t ri-a*»ii rci 



K-.piit y Corp., \ ^ ., tt<»\ to \ p 
OUatl. St. L. 

X| <■* iaim-Frn-kson. N. ^ .. ropj group head 



ItaiK'rWiii. New < It-lean-, * |i 

J , M . XI at In*! h I lie .. N . ^ », ;i"i»r ij»t »■ r np> 1 1 ir 

X|ff -ami-FrirkMin, N. ^ ,, cxcr prod in radio-l*> <|« |il 

New i*| l-Fni met t Co, V ^ .. partner 

Dniir.T-Fitzgerald-Saiiiple. N. ^ . 

Hunt Fumls,, L. X.. puhl r*'l dir 

Kin>mi A Fekltardt, D.-tmtl offiee mjsr 

N.-.-.lhain, I. mi i s X Hr.irhy Ine. ( hi., ae.-t r\rr 

J nil It Ith.ir, H'muoiI 

llutlirauff & Ryan, V V 

1'iillicr's, N, X: ., editorial ami ad* prmn (Hr 
Hi -hop A X smi r I nr. I X ., at*ol e\.*e A radio anil 
t\ rep 



XleCanii-Friekson. V ^ nrrl «-\rr 
Mil . N . X . 

1 1 i r -h on -C a rfiel <l I in', N . ^ ar <'t 
X|r'"anH-F,rirk-nn. N. ^ .. cop\ Rroilp hi-ad 
V.\ run Co, Chicapo, h**a'l of ft m« 

Xlhi'rt I' 'rank-CiM'iilhfr l-au I nr. N. ^„ ;ir. | c\vv 

l.o-. Vnjerli-* I (ci]i-p«-ti<]i-iil. "-tipi-rt J-.nr 

llrnok.-, Smith, r ri-n.h *S I ^orrqun*. N. ^ ., rn*ativ 

s«ppTI i--or 
Ki'inon X Frkhardt, N, V 
XX . Far! h v, i-l I In.*, 1 1 * v. ihhI, \ p 

K. nn.-.ly X Co, Chi. 
l.ardiM-r, St . I .., a«H - ! i"X**«' 



V«l% rrtisins. pres 
K Ml* nil -X Frkhar.lt, 1 1 *>* o o.l 



lire mjir 



*»amr, < \. ■■■ ^ p 

(»t*<*r- I Mi It. it*. Inr N \ ., in cnlirpc of ni arkrt inff ;«ti<l in. <l ia 
lt< lit.. n A Itm*!*?- N ^ , *-\fC 
^iam i>, *. p 

XX nrtl XX'hf#*lo<*k Cn L \j, ^ ., iiM.lia dir 

l!. J. LaRnrh** <K Co, N. ^ ., \p 

J. I*. Tart'htT ♦& C.t % N. ^ ., ro«*arrh dir 

William F?»ty Co I no, \. ^ ., % p in rharge nf t %■ 

Clian«h«'rs *X XX' i <■! I , ItoMnn, hrad of ropj dept 

Sanir. % p in *■ h ar^r** of fi n an.-e 

J, XX alter Thompson, N. ^ ., arrt c\rr 

\ mcri.'Hii X s»«o»'iat ion of X d ». <*rt i«i ng Vp**in*i<*»« N. ^ a»*t In \p 
XI rM ahan-l lor\* it z Co, St. I % p 
Saitif, > p 

lti»*.>* Jiirin-y X X --..iriat«*-. ^alt Fake ('it>, a.-.-t rvi'i' 
XX ah<- r XX vir Inc. N . ^ e\w 

Ouni *\ Chappi-ll li«i*. N. ^ ., a*-o«'ial«* < - «p> dir 
San*.', \p 

C.ril £i rr«shr«> In.-. N, ^ r\.*r oHii<-r (rffertiM I .t'oO) 
Xl.mro* 1 I - '. Ilrrhi-r In.-, .N . ^ .. «*xt*«* 
m-h«*ad of XI r\ \ in -SSI * iTioati I in - . Il'wond 
Sa ox- *. p 

Sanii'. dir of n-sracli 

Raymond K cane, 1 1 *u ood, dir of rad io and t\ 
\ Ollltg <SH Itiihiram, N. X ^r lime hu> it 
Ruthra.iff & Ryan, V ^ .. aort cm 1 .- 

Hall *X I la\ i«I »on. Dm** 4*r, arc t .-\«t and rad io and I \ rrp 

Xdrian |taiM*r Inr, I'hila., dir of radio and Iv 
**<am*\ *. p 

I font on A ItnM l«'s, N, I ,, rad io dir n f rad io d.*p I 
I'artii.T in iti-u Vi ill-led *S Schartrr Xg.-iiry, N, \. 
Sant*', \p 

^1 «*l \ in -Si I % i* mi an I >»<■,, 1 1 *m ood , <*o-li <*ad 
^amo. %p 

I lie* Fad <*l I Co, M 'npl - .. arrl i-vi'f 
I ). It. in, M.irris.*> ( i». Chi., % p 

'•vi-n X Chappell, N, ^ ., media dir 
KUUvKO, HVoml, a-st to vp 
<!arl Rililft jr Co. Chi., a.-rl vwe 
Sain#*. *. p 

Xlley * lii.h;ir.U, N. ^ ., j* rr ^ ( eff .ot i*. .* Jan l> 
Partm-r in ii«*>* XX ill-ted & s.-haeter XKenry, N. ^, 
**>ann*, * p 
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New and Renewed Television (Network and Spot) 



SPONSOR 



AGENCY NET OR STATIONS 



PROGRAM, time start, duration 



\nlH-n»rr-lln«'rh 

(Hn.l„. i«. r II.-. r) 
\niol«l Ituk.Tv. I'd 
It<*v<TH > rfi llri'** f-rir*. 
ltr„v*n A ^ il liaiiisuil 
I <>l. Co IKoilN) 



Itiil.., n W at rli I n 

* nliforni.l l - 'riiil (.rower- 

Ivvrhaitfic I >niik i-l I 

l>. I.. Clark Co 

I Io ii IiIimI ay A C a 

Uru*i*n*r«' '1VU 1 * ihion 

l*ro.lnrt- 
Kii)cr-ini llrai; Co 

r!\rr-lli»rl» I IH' 

l a-liion Troi-k^ Im- 

C-m-ral Tin- I nsl rli mi'iit I o 

IIii.Iooii llfliliT* 

Kvixlall Mfr Co 



1 rrmi'U II . I i(-pi-tt I 



l*ar«*> 

lt.1,1 ,. i, X l«n»)p< 
M.-Ca»l n-Frirk-.ii II 
lo.l Halt". 



Uin« 

l-'milr, I on.' X Hrl'linR 

IIHIIM) 
Ihilii-r lloc<- 
l''i*li.' r 

IIHIIM I 

llric.k 

lll>.l)M I 

Klo ri'*- 1 art.T 

HpilIH-tl. Waltlur A 

Mi-ml ail ii-r 
|' ( -<k 



\\ Cits. 1 \ m-t 
\\ Mil". V . 

w uz-n . no-inn 

\\ MM . \. . 
W Ml\\ . \\ aUt. 
\\ II/.- \ \ . Ho-toii 

KMIII. Il..ll»«.....l 

\S 1*1 /., Pl.ila. 

\\ MIO. Chi. 

WFtl.H. Srlu-ii. 

\\ Mill. \. ^ . 

\\ CUs-TV . V ^ . 
\\ Mi l . \. . 
IJ,iM mil- 1 \ . m'l 

tt MIO. CJ.i. 
\\ CIIS. I \ , N. ^ . 
\\ Ml I'. N. 1 . 
\\ \HI). N. . 
\\ VT7., I'liila. 
\\ Mill. \. . 
\\ I' l /.. IMiila. 

\\ Mill. N. . 



alti-riialiii^ *.k> 



Km \lurrav\ Itlarkotlt^ I s al H*V nin; Jan 

(52) (ti) 
Film -.ihiIi; Hit I; .*>2 \*k^ In) 
l'"ilni anlit'tut*: lli-i- .'i; 2l i*k. Ir) 
I'ilm RpulM IW 21: 52 »k<* In) 



I H Hi sjnitv ; Mi* 21 *. ."»2 nk. Ir) 
I'ilin <]iiil^; lli-r 12; 2(1 vvk* I h I 

I' ilm c|iol^: .l.iii 7; I .'I i*k. I ii I 

^oii \rr \n Vrlisl! Tn 11-1 1:5.1 I"" : !»•"■ 211 i 15 *>k« ( n ) 
Imaliaili- of llan.N: Tn "-IO |>m; .12 »k. ( ) 



Im ..pol^i .lai 



»2 »k> (ii) 



Film aiiitrnll.i; Jati "i ; .1*1 wks (r) 

Film aiiiirnil^; Jan *> : I .*t \*kn In) 

l'"ilin >pols; No* 2lt; I :t **ks (r) 

F.a.y Ai'i-si 7:I.">-H |il"i IW II: .12 »k- In) 

Film amu-oilM Hit 13; I -'I »*ks (r) 

Jiilium (IU.-ii'v ltiini]iiis Itoom : M-l 12 i 1(1. 1 
(n) 



Jjlll I ->2 M k* 



I .odeii « 1 in- 


\| Hill' * 






\\ Mi r. n "» . 


Sli.l... 


; Jan 


2 : II 


** k* (II ) 


Xliime-ota Milling «X XI f r 

i .« 


ttitoxo 






\\ MtW. \\ n>ll. 
\\ ll/.- l \, llovli.il 
W I' l /.. I'liila. 


l-'il in 


sr...!-: 


Jan 


1 ; 13 *.k> (r) 


XX Illiain XI .nil t *» iii.t\ Cii 


X an **> ant • 


llnyt-nll 




\\ I' l'/.. I'liila. 


Film 


•wpnt •* ; 


No* 


2H; .">2 *.k. In) 


Nntiomil Carhon i o 


F-t> 






KMIII. III. II**. 1 


Fil III 


-]i ol •* : 


.|:m 2; 2 1 v.k- ( .. ) 


I'et«T l*(in| Ine < Xlmiml- ) 


Itritni'her, 
Staff 


\\ Im-. I. t 


X, 


\\ I'l /.. I'l.ila. 


1' i 1 111 


-put s ; 


No* 


2.1; 2d *>k- 1 n 1 


I'l. Hip Morri- X ( n 1 I.I 


■tin** 






\\ MIT, \. ■» . 


Film 


-|i.il - :■ 


Hit. 


II: 7>2 «k« Ir) 


I'ioii»-»t lent i fie ( orp 


Coy loll 






\\ MIO. Clii. 


Film 




Hi.- 


'I; .'>2 »L< (r) 


l'oiid'fc K.xtrttet ' .i ( 1 fh-o.-- | 


1 XX . II. 


t» m |i -o II 




« MIW . \\ h-U. 


I'ilm 


vpot v ; 


.1 an 


1 ; 2 1 »k» ( ii ) 


1 ' met «-r <X tin in h le Co 


Paneer, 1 


'il/Hi-ral'l 


X 


\\ Clis.l •.. V *1 . 


I'ilm 


-|i..|v; 


Jan 


7 ; .">2 **k-- I ii 1 


(Ox*. -loll 


Sjimpli- 


















FkI> 






\\ CIIS. | \ „, t 


I ' d \\ 


* 1... s 


in** ; 


Sal '».'' :.'!(• |."i ; law 


II n Vrt Metal XXnrk- 








\\ Mill. V 


1 Mil. 


•I'"'-: 


Jan 


2.".; .12 wkv (..) 


^i nn'a XX ntell ' o 


M..-.H 






« MID. \. . 


I ill!) 


«|i..l~l 


No* 


2(. ; .12 »l. (..) 


St«-rl|iifc 1 ► rim ' «» 


lliim-er. 1 

S 1X11 p 1. 


il/lii-ralil 




DnMl.nl. 1 'i nrl 


Oka* 


M oil. • 


r: M 


.1 1-1 :1(l pm : IW 


1 ri«fi-mii| lit.'iK d XX i -'.-rfi 


lllillSII 






\\ Mty. Clil. 


I'ilm 


^|i ol ^ ; 


Jan 


1 ; .12 *,k* ( it 1 


Vlrllmi In. 


















1 tilted \ir Fine*. 


\ . « . \ , 


T 




\\ Mill, V V 


I'ilm 


*|iol >. : 


\..* 


l«l J 26 *>k> I II 1 


1 nlted 1 mil i o. 


ItlihMi 






\\ Mill. V . 


Film 


■.pi.t- : 


II. . 


12; .12 *.k« In) 


XX 4-vtllll Iti-l lMt i .1. 


1 alkln« A 






\\ Mi l . V ^ . 
\\ MIW . \\ iu.lt. 

\\ it/., rv, iio.ioii 

\\ 1" IV.. I'liila. 


I'il in 


v|.o|v ; 


II. . 


12; .12 *.k* (r) 



7**2 ** k *. <n ) 



y'2 *rt k* ( r ) 



! # 

: 

: 



: '# ; :'>*fv 1 

' , ^.■■>;vX-^|>«.; i '> 

' ; V.xw>s:f> 
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12.5% OF ALL 
IOWA BARN 
OWNERS HAVE 
RADIOS IN 
THEIR BARNS 




47.5% OF ALL 
IOWA FAMILIES 
HAVE TWO OR 
MORE RADIOS IN 
THEIR HOMES 



a pro. 
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IOWA 
EXTRA SETS 
MEAN EXTRA 
LISTENING! 



51.9% OF ALL 
IOWA CAR OWNERS 
HAVE RADIOS 
IN THEIR CARS 





9.7% OF ALL IOWA 
TRUCK OWNERS 
HAVE RADIOS IN 
THEIR TRUCKS 



Mr HE 1949 Iowa Radio Audience Survey* proves 
that multiple-set ownership means additional lis- 
tening — that the mimher of hours of extra listen- 
ing is in almosl direct proportion to the number 
of extra sets. (In homes having four or more sets, 
for example, an average of 67.7% of the families 
use two sets simultaneously, daytime, as against 
26.4% with only two sets.) 

Iowa families are really radio-equipped. 45.7% 
of them have two or more sets in their homes 
. . . 51.9% of all car-owners have car radios . . . 
9.7% of the truck-owners have radios in their 
trucks . . . 12.5% of the barn-owners have 
radios in their barns! 

More than that, the 1949 Survey shows that radio- 
minded Iowa families listen more than twice as 
much to WHO as to any other station. This top- 
heavy preference for WHO of eourse applies to 
multiple-set families as well as to single-set families 
— hence gives advertisers a substantial bonus audi- 
ence that is not ordinarily measured. 

The Iowa Radio Audience Sur>ev is a MUST for 



every advertiser who wants to know all about Iowa 
listening. Auk its or Free & Peters for your free 
copy, today I 



#The 1919 Edition i» | In- twelfth animal 
>liul> of radio listening habits in Iowa. 
Il «n> made l» Dr. F. I,. W han of Wichita 
I'niv ersitv i* ba»ed on personal inter- 
views with over 9,000 Iowa families, sci- 
enlilicallj selected from eilies, towns, vil- 
lages and farms all over the State. It is 
wideh recognized a«. one of the nation's 
most informative and reliable radio re- 
search project*. 

WHO 

+ for Iowa PLUS + 

Des Moines . . . 50,000 Watts 

Col. It. J. Calmer. CrvslUi'itl 
f?\ !'• A. Ltijet. Resident Manager 



FREE & PETERS. INC. 

National Representatives 
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for profitable 
selling ^ 

000* 



h 




WGAL 



WGAL-TV^ 

LANCASTER 



PfNNSYLVAN I A 



CUir H. McColJotiRh 
S9 arta%ti\fi Director 

fiepfscnleff by 




ROBERT MEEKER 

ASSOCIATES 

tOi Anqctcs Nc* Yck 

Son FronoiCO 0^(060 





3/r*. Sponsor 



Levoy A_. Vein Romel 

President 

National Dairy Products Corporation, New York 



STttNMAN STATIONS 



hem} \. Nan Bomel. nallj. gray-haired president of National 
Dairy Products Corporation, is a man who has never wasted too 
much time nor missed main opportunities. \ an Boniel became head 
of the corporation in 1941. Eight years Inter Pain's annual record 
of sales jumped from 431.000.0(H) to more than 900.000,000. In 
1916, when liing Crosby halked at doing li\e shows, after selling 
Kraft products fur a decade, \ an Boniel signed Al Jolson. At that 
lime. Jolson was the most highly publicized and sought-after enter- 
tainer in the country. It was the vear bis picture The Jolson Story 
gripped the heart of the nation. For the next two seasons the aging, 
tan-faced singer kept Kralt sales geared to peaks set by Crosby. 

1 he slor\ of \ an Bomel's fruitful career reads like a Hollywood 
scenario of an American saga. National Dairv s first executive has 
been an errand hoy. clerk, bookkeeper, store manager and milkman. 
In 1908 he was graduated from the New York I niversity School of 
Engineering. The following \ear he was a junior engineer for the 
Sheflields barms Company; 21 years later he was president of the 
firm. From delivering milk to guiding the operations of a multi- 
million dollar national concern, Eeroy A. Van Borne I ha« made the 
transition with supple grace. 

Throughout the \ears. Van Bomel has been eager to find new im- 
provements for the dairy industry. As president of Sheflields Farms, 
he was the first to introduce Vitamin I) and homogenized milk. He 
began using radio as an advertising medium for Sheflields as carh 
as 1931. 

Today, the major portion of National Dairy's estimated $18,000.- 
000 annual advertising budget is used to sponsor three AM network 
programs: 1 lie Great Cihlersleeve: Marriage For Two: and Dorothy 
Dix At Home; in addition to local, regional spots and programs for 
70 of the corporation s 95 subsidiaries. For 1950 the company will 
spend approximately SI. 000. 000 in television. It will continue to 
sponsor the high-l looperated kid show Kukia. Fran and Ollie, Tues- 
day and Thursday. CBS- TV net. 0-6:30 pin. Among national adver- 
tisers Dairy has the seventh largest T\ budget in the country but 
ranks first among food corporations. Since Dairy has always spir- 
itedly supported new media, the corporation may increase its planned 
television appropriation for 1950 and raise its video budget standing. 
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WE'RE JUST 
ABOUT BASKETBALL 

"•INDIANA 




• Along about this time of year— every year— all Indiana goes a little wacky 
over basketball . . . both collegiate and high school basketball. 

The so-called Hoosier hysteria lasts from late fall— after the football 
season — until early spring. It's been that way for 2 5 years or more. 

Located as we are in Bloomington, the home of Indiana University which 
also has two good-sized high schools, we're right in the middle of things. 
It's just good programming to give the people all the basketball they want 
. . . in great big doses. 

WTTS (the designated sports station for I.U.) is the ONLY station carry- 
ing ALL Indiana University games, both at home and away. And, that isn't 
all. WTTV is televising EVERY home game of the two Bloomington high 
schools. Our listeners tell us they like it. And, so do our sponsors, for we're 
really delivering the audiences. 




Owned and Operated by Sarkes and Mary Tarzian 




Represented Nationally by 
WILLIAM G. RAMBEAU CO. 
360 N. Michigan Avenue, Chicago 



National Representatives 
BARNARD & THOMPSON, INC. 
299 Madison Avenue, New York 
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Xvw developments on Sl'OiXSOIt stories 



p.s 



Sgg • "They're seasonal advertisers" 

IsSUe.' March, 1948, p. 44 

SuhlPf t ' New antihistamine drug 
' ' clicks 



Lc^> limn one month alter Hi istol-Mv ers Company en- 
tered its product in the newly created and highly com- 
petitive antihistamine cold tablet market, sales totaled 
more than 3500.000. Resistab rank;- high among the 
leaders and shows sign> of soon leading the pack. 

The new drug has been produced, marketed and sold 
at a blistering pace. Twenty -nine days after the formula 
was established, the product was being sold in 3H.O00 
drugstores in 23 Midwestern ami eastern states and parts 
of Canada. It look Bristol-Myers only three days to 
select an agencv (Reman and Eckhardt I to decide upon 
a budget, product-name and package design. In a prece- 
dent-breaking division, the company s top brass sched- 
uled an estimated $ 1 .000.000 advertising budget for Re- 
sislab. This is the largest sum that Bristol-Mv ers has 
ever spent to advertise a new product. In the past, the 
company has used conservative amounts to publicize its 
new drugs. The public has long been waiting for a cold- 
stopper drug and l?ristol-\l\ er- is prepared to convince 
it that Kesistah is the I est buy . 

\ sizable part of the Kesistah budget is being used for 
an extensive radio announcement campaign. Reuvon and 
Lckhardt has placed these announcements on 115 stations 
in the nation"* cold-suffering areas. 



p.s. 



See! "Haw terrific is transit radio?" 
Issue*. September 1948, p. 44 

Subject Transit Radio wins D. C. 
decision 



I he decision of the District of Columbia Public Serv- 
ice Commission to uphold Transit Radio will probably 
halt am contemplated action against the organization in 
other cities. Officials of Transit Radio confidently feel 
that the favorable ruling will he followed by other city 
commissions in the event similar complaints are lodged 
against it by groups opposing the sv stem. 

Surveys taken in Washington. I). C. showed that the 
residents overwhelmingly favored entertainment on street- 
cars and busses. Only 6.6' < of those interviewed op- 
posed Transit Radio. In ahno.-t all of the 17 additional 
cities vv here Transit Radio is in use. surveys revealed that 
more than 00' < of the people polled approved of the 
novel idea. Of the 1500 streetcars and busso operated 
by the Capital Transit Companv in 0. C. radio equip- 
ment has been installed in 212. 'I he rest w ill be equipped 
sbortlv afler v ear's end. Programs are beamed to the 
vehicles bv WWDC-FM. 

In St. Louis, the Post-Dispatch has heatedly cam- 
paigned against Transit Radio. Radio men have been 
stunned by the furv of the I'osl's attacks, in view of the 
lavish praise accorded Transit Radio by city inhabitants. 
When St. Louis riders were polled. 87.1 r '< favored the 
program; t.'.V < had no opinion: and onlv 5.0' ( object- 
ed. Transit Radio is here to stay , and bv the end of 1950 
it will be unveiled in 52 more cities. 



CONFLUENCE 

Where the CONFIDENCE of millions 
meets the INFLUENCE that sells! 



The CONFIDENCE of the world's richest 
and largest Italian market and the IN- 
FLUENCE af the station that has been 
part of their lives for sa many years, 
farm a mighty resultful sell nj force to 
av:r mors than 2,100,000 listeners. 



It's the plus delivered only by WOV 
CONFIDENCE plus INFLUENCE giving 
yau CONFLUENCE. 

* Aci of flow int* together _ . tin- meeting or 
junction of two or more stream* 

— Webster Sen International 
I)iCtiarnir\ 



IP 
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Originators of 
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NEW YORK 
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GET " CLEAR SWEEP " 

TELE-SELL IN THE SAN FRANCISCO 

BAY AREA WITH... 



San Francisco's 
Highest 
TV Antenna 



K RON -TV's modern antenna was created espe- 
cially to serve this lnulti-Couiity market. It rises 
1,180 feet above sea level . . . has ld,500-watt 
power (is designed for 100,000 watts directional 
power) . . . occupies San Francisco's highest 
and finest telecasting location. 

Telecasting from "Television Peak."' — atop 
San Bruno Mountain, just south of San Francisco 
— KROX-TV brings NBC network and popular 
new local programs to the Bay Area's last- 
growing television audience. 

For ''Clear Sweep" television advertising in 
the San Francisco area .. . check KR()\ -TV first! 



f- 1 / 



A 



HA* 




» Ke|»res>eiit<tl iKitionnlK l>\ IKKK X PBTEKS. INC 

New York. Oiieafjo, Detroit. Atlanta. Fori Worth. IIolK«i»nl. 
KKON-T\ oflioes and j-tiulio* ill the San I'ranriM-o 
(Chronicle Building. 5lli ami Minion Street*. San Frnneisen 
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I NORTH CAROLINA 
1 IS THE SOUTH S 
| No. 1 STATE 


1 

: i 

1 




yti '. ~ - ■»' 

J 


AND 

NORTH 
CAROLINA'S 

Naf) 

SALESMAN 


.#..„ i 

% 
*> 

V;:*> : 1 


: 

s 


• 

* a/so WPTF-FM * 

RALEIGH, North Carolina 

Mational Representative FREE & PETERS inc. 





Hackee 
at Lennen 




Dancing cigarette pack is one of TV's outstanding commercials. Keesely is doing the briefing. 

2 JANUARY 1950 



A i*«*poi*t on how 

an ad agency radio 
department functions 



a Last Fall comedian Fred 
H Allen s hand) Hooperating 
nosedived from a comfortable spot in 
the 2(Vs to half that within a few 
months. As his Hooper fell. Allen"? 
famous blood pressure rose. At one 
point in a wrj gesture of defiance 
he took out a Sri. 000 insurance policy 
to co\er am listener who lost out on 
prizes offered 1>\ the show had hired 
his audience. Hut. month after month. 
Stop the Music kept stopping Allen. 
It eventually became number two on 
the Hooper parade. Lennen & Mitchell 
first agenc\ to take an option on 
Stop the Music- had picked another 
w inner. 

Because Lennen & Mitchell has a 
long record of -nich successes and be- 
cause it's one of the top twenty agen- 
cies in the countrx SPONSOR has se- 
lected it for this report on how an 
agency radio department functions. 
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Clark Agnew, Keesely discuss new TV ideas with Ray Vir Den, president of Lennen & Mitchell 



/u*i; to eovvr photo 

/. Nicholas E. Keesely, V.P. in charge of 
radio department. 

2. Larry Holcomb, radio and television di- 
rector, talent specialist. 

,'{. Bernard McDermott, traffic manager; 
mails records, film to stations. 

f. Clark Agnew, TV art director; designed 
TV stage from this model. 

„■>. Peter Keveson, copy chief who writes all 
TV commercials. 

fi, Frank Daniel, chief timebuyer, show^i 
reading SPONSOR. 

7. Sidney Hertzel, assistant timebuyer, with 
coverage map. 




The agency's list of radio winner." 
md firsts reads like a pinpoint history 
>f broadcasting. It was : 

1. First to air piay-by-pia) base! all: 

2. First to put big bands like Paul 
Whiteman and Fred Waring on 
radio; 

3. First to put microphones in front 
of such personalities as Eddie 
Cantor. Tyrone Power, and Hob 
Hope. 



i 



WEEKLY CONFERENCES BRING TOGETHER MEM 



man who's directly responsible for ex- 
penditure of this money is Nicholas E. 
(Nick) Keesely. agency vice president 
in charge of radio and television. 



Currently, a large slice of L&M's Working under him is a staiT which — 
OOO.OOO annual billing I one-third I per thousand dollars of billing — i.- 
goes into radio and television. 



The probabh the most compact of any 



Ray Vir Den (left), members of radio staff listen to new Lustre-Cream musical commercial 



22 




lf,HE LENNEN & MITCHELL RADIO DEPARTMENT AND ACCOUNT EXECUTIVES. KEESELY GIVES THEM UP-TO-DATE PICTURE OF WEEK'S ACTIVITIES 



agent*) radio department hi the coun- 
try. It is built around seven kev men: 
Larry Holeomb. radio and television 
director: Frank Daniel, chief time- 
hu\er; Sidney llertzcl. assistant time- 
buyer: I'eler Keveson. vice president 
in charge of TV and radio copy : Frank 
Buck I no relation to the explorer). 



radio writer: Clark Agnew. TV art di- 
rector: and Bernard McDermott. traffic 
The department is small because its 
members have the efficiency that comes 
with long experience. Keenly points 
out that "the radio background of 
Larry Ilolcomb and myself alone adds 
up to more than forty year?.'' L&M's 



philosophy in general is that compact- 
ness. with good men in each job, is 
preferable to having an abundance of 
half-baked men around. (As Uav Yir- 
den. president of L&M put? it: "We 
don't have a gang of impressarios 
wearing suede shoes. These are all 
solid radio men." I 



Dennis James, Old Gold TV announcer, confers on script with Keesely Keesely and Larry Holcomb give AM Amateur Hour usual going over 





1 





i r \ 



FwaTRlilT instead of 
alRK VTMEYT... smokeJ» 




AM Amateur Hour features homey acts like this marimba performance. (Right) Ted Mack 




Poker-playing cartoon figures are from animated film L&M made for Lysol; they represent germs 




The exuberant peanut man is Bert Parks, MC of both AM and TV editions of "Stop the Music' 



To gel a closeup picture of how 
keeselev's staff function!*, let s take a 
specific radio problem and follow it 
through from beginning to end. A new 
L&M sport radio campaign for Lustre- 
Creme shampoo is ideal for this pur- 
pose-ami it's just getting into full 
^wing a> ) ou read this. 

The campaign features a "Dream 
girl, dream girl . . . Lustre-Creme 
shampoo girl" song set to the music 
of Victor Herbert's '*Toj land."' The 
idea for this commercial, incidently, 
came from Phil Lennen. chairman of 
the board at L&x\l. This illustrates a 
cardinal principle at L&M: anyone 
fiom top to bottom in the agency is 
likeU to contribute ideas. If you 
wanted to come up with a slogan for 
L&M. "Even man an idea man," 
would he as good as an\ . 

The Lustre-Creme song is the first 
and. to date, only commercial use of 
Victor Herbert's music which the com- 
poser's estate has allowed. Officials of 
the estate permitted this use because 
the\ felt it was dignified and non- 
offensive. Originally, the "dream-girl"' 
hitchhiked on various Colgate network 
«4iows. But she was such an effective 
saleswoman that the L&M radio execu- 
tive idecided to suggest a "dream girl" 
- pot campaign to the client. The 
Lust re-Ci erne people thought well of 
the suggestion, approved a test cam- 
paign. 

The te»t was carried out in three 
representative cities. 1'tica. Harris- 
lung, and l'eoria. To get an accurate 
measurement of the spot campaign's 
effectiveness, the radio department 
• •ailed in L&M's research staff under 
Todd Franklin fas it usually does on 
a spot campaign I . The researchers 
compiled cross-sectional lists of resi- 
dents in the three cities. Then, be- 
fore ihr *pot> went on the air. they 
interviewed residents, asked questions 
about Lustre-Creme advertising. The 
question!, were designed lo test remem- 
brance value, or '"penetration,"' as the 
leseareh men put it. 

\fler the spots had been used over 
the air for thirteen weeks, the research- 
ers started asking questions again. 
Vnswers this time showed a definite in- 
crease in penetration which was direct- 
ly attributable to the radio spots. On 
purpose, the copy used for the spots 
had emphasized different points from 
copy used in other media. Things 
local residents remembered about 
Lustre-Creme showed to what extent 
(I'lease turn to page 40 I 
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The rains ( 





KITE weather reports helped get them back to normal, and Joske's 



(lie iiiMliaiifa wnil 



San Antonio was submerged, but Joske's 

department store was a sellout 



v When Joske's Department 
Jj Store. San \ntonio. Texas. 
Jp planned a four-da\ sale be- 
pinning Monda\„ 24 October, it looked 
like clear sailing ahead. The public 
was well aware of it via newspaper ads 
and Sundav announcements on radio 
stations Vi'OAL and KITE. The Joske 
staff — largest in Texas — was on its 
toes to start the tremendous stock of 



bargain-price merchandise moving at 
the word go. 

Fifteen minutes after the store 
opened, it wa- plain the word "go" had 
been countermanded in higher-up 
headquarters having (milling to do 
with department store advertising and 
sales. The heavens let go with a tor- 
rential cloud burst which deluged San 
Antonio, resulting in a citwvide flood. 



Two people drowned, firemen rescued 
scores from flooded homes and sub- 
merged automobiles. Bus service was 
suspended, or re-routed on most lines. 
Bridges were declared unsafe, some 
disappeared completely. Business and 
communication* were largeh washed 
away. 

Chances for the >uccess of the sale 
( Please turn to page 60) 



Abandoned cars were a common sight the morning of the big Joslce sale By nightfall, all was clear in Alamo city except Joske's aisles 

~ — « - 




I FEEL AWFUL 
MEAN AND r- 
GROUCHV 
TODAY 




'ft NEVER PUT ft 
BANANAS IN THE „ f 





NOBODY'S GOING TO 
TELL A\E WHAT , 
NOT TO DO 




Hottest lliino in radio 



If you haven't j»'ot a 



singing commercial* chances arc you'll have one soon 




Singing commercials are a 
j going institution and get- 
y ting stronger. Jingles are 
here to stay because they are selling 
the goods. 

The commercial technique that ger- 
minated with the Pepsi-Cola jingle of 
1039 has produced a bumper erop. It's 
a rare radio hour that pas.-es without 
at least one sample. The listeners can- 
not escape them; it's logical to assume 
that fewer sponsors will escape them 
in the future. Singing commercials 
have become a part of the American 
scene, not onl\ in the field of radio. 



hut via I \ . juke boxes, sheet music 
and the all-embracing worlds of slang, 
catch-phrases and humor. 

To date, the majority of jingles are 
aired to sell low-priced, quick turn- 
over items. The concensus is that it is 
largely limited to such categories as 
foods, drugs, soft drinks, cosmetics 
and clothing because of the competi- 
tive angle. The advertiser in any cate- 
gory follows the leader when a proven 
technique is developed. Hut the versa- 
tile jingle, employed as an institution- 
al device, and as a heavy industry 
salesman, would be as successful. Lack- 



awanna Railroad and l)e Soto cars, in 
the institutional and heavy -goods group 

use jingles, and they may well be 
starting a trend. At present, however, 
they are not designed to sell, being 
used for their remembrance value. 

Why is the jingle concept expanding? 
Listeners, questioned individually, tend 
to sum up jingles a» an abomination. 

To clarify the picture. si'ONSOK pub- 
lishes, on these pages, results of a con- 
fidential survey recently completed by 
one of the top advertising agencies. 
These findings are highly enlightening 
and useful. 



ffoir ffi<*i/ fifee .siii</iii</ com mereials: in whole and part 



audience reaction t winq pre,erence to singing versus 



non-singing 60-second announcement 



68# 



prafa rr»d 
cooiuxalilf 



88$ 



noD-tlDglng 



4$ 



To gain first-hand audience reaction, listeners were exposed to a 
single announcement for a tobacco product in two versions, 
asked to state a preference. Jingle version won hands down. 



______ J fu c r\ f\r\r%r\ a PP r ° vfl l ar, d disapproval to a com- 

OvvUMU'U J™ Ov VvlllU bined singing - talking commercial 



9&5L 



11 tea 
flinging 

tntroduotlcm 



68^ 



11 fca 

talk 

» at Ion 



82% 



11K6 

alnglng 
aomsluslon 



Reaction to component parts of commercial was gained via 
paper and pencil technique. On attitude scale, listeners checked 
boxes marked very interesting, fairly interesting, not interesting. 
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This stud\ re\eals tlie reactions of 
over 600 men and women evaluated on 
a behavior, rather than a verbal, basis. 
Tlie agency corralled uninhibited re- 
sponses by asking its questions of 
studio audiences during actual broad- 
casts of singing and straight commer- 
cials. The results show an almost com- 
plete about-face on the verbal!) ex- 
pressed "I can t stand those singing 
commercials. 

Entrance into this increasing!) com- 
petitive field is not. as some uniniti- 
ated advertisers suppose, a matter of 
hiring someone who contributed to the 
poetry corner in the school paper. Nor 
is it a form of advertising which can 
be bought for a song. It's a highly 
specialized, often expensive, technique. 
Jingles can vary in the cost of creation 
from no appreciable cost I when writ- 
ten by an agenC) staffer I to SI, 000 
and up when written by a freelancer. 
Production costs range from several 
hundred dollars to over S3. 000 for re- 
cording sessions. 

Pepsi, wide!) thought ol as papa of 
the jingle, wasn't the first to use it. 
Sachs Quality f urniture pioneered in 
the technique in the crystal set era. 
The theme songs of such old-timers as 
the Julia Sanderson - Frank Crumit 
show and the Blackstone Plantation 
were so well-known as to qualify as 
commercials of a sort. But Pepsi was 
first to win a nation. More impor- 
tant, it wrapped up the entire sales 
story in four simple lines — an achieve- 
ment rareh equalled. 

The Pepsi-Cola commercials was 
written by Alan Kent and Austin Her- 
bert Chrome-Johnson, who teamed up 
in '38. Kent, then an XRC announcer, 
[Please turn to page 52) 




PIONEERS Alan Kent and Austin Chrome-Johnson knocked off Pepsi jingle in five minutes 





"THE STORE that jingles built." Singing commercials were responsible for Sattler's new plant 

Whafs (jours?- "RED TOP BEER/ 




MERCHANDISING of jingles is brisk and bright, giving added impact to forceful technique 



M7i «( men and women like and dislike most in commercial announcements 



like 



after being asked to name an example of the "best" 
advertising they had heard, and why they liked it 





Men 




Women 




Men 




Women 


;. 


Short 


7. 


Jingle 


1. 


Stupid, childish 


J. 


Stupid, childish 


2. 


Good taste, natural 


2. 


Interesting, human 


2. 


Repetitious 


2. 


Jingle 


3. 


Humor, entertoining 


3. 


Short 


3. 


Jingle 


3. 


Noisy, irritoting 


4, 


Jingle 


4. 


Instructive 


4. 


Too long 


4. 


Too long 


5. 


Port of progrom 


5. 


Straight, simple 


5. 


Noisy, irritating 






*Su 


rvey completed by leading 


advertising agency late in 1949 reveals 


what listeners specially like 


and dislike in commercials generally. 



HSdilfQ after being asked to name an example of the "worst" 
UlollnV advertising they had heard, and why they disliked it 



ducted on a behavior, rather than a verbal basis, the survey uncovered actual studio reactions of over 600 persons. 
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On results: Flexner sums up 25 years* experience 



Greater Louisville First Federal Savings and l.oan Association 



117 tM Mu 



CONDENSED STATEMENT 
At lb» Don of Biuw OrUbrr 31, 1&U 



Resource* 



Liabilities 



Putt Mort(*[r Unit 


1 24.720.703 IS 


Pull- paid Ifirenv Sh«J»5 And 








Optional Savwifi Sh«fw 


1 3A225.50M1 


C**h »rvt 








UnitM Sui™ Covcrr-rrvtril Bor.dj 




B»nk A d y imn 


3 62A 000 00 


frA***) Hom» (v>*n Ban It St/n-V . 












FVdfrd Sh*m Moftfaf* Lrt*r 


i I J. an If 


lv*tn. on Out 0»n Shmtr* 


42 H70 rt) 










Do* Bouunit floant h*ini f }o*tU Sf 2. 5K7 tic 




.V 3W 34 








|26.»t4«l 


('•id in t>y Mamwrn for T»«m 


33ft 31 




I hfOl 41 


Accrued Pipm-rt) »M Ttirt . , 


21 .132 M 




24.021 Ml 


k Dd Undivided Pfufiu 


2iM,:a»7» 




I ai.TM.22i « 


T*4«I ... 


1 3l,T».22fi 4* 



Tk» La/gvit Savings and Lo«ua Aitocfetion In th« Sl«l« ol Kentucky 
r#^H (Vtefer 1. I«IS . . . T*A*r*Ui*4 Murk 1. I«U IuumI OfUtwf 29, l»4 

MXlSVll.l.rS [JADING HOME financing INSTITITION 

* //( V Mil H Sll /,\r.S BUKDS AKIt STAMPS tttttM I S t 



""The outstanding lesson 1 have 
learned in advertising in my 
many years' experience trith 
radio is this — / do not believe 
advertising is a tiling that ran 
he tried. It mast he done con- 
sistently through the years. I 
see many advert isers who try 
u thirteeii'times rimtrart on the 
radio, or tchtt ran a ivhole page 
atl vert is e nit* nt in the local 
newspaper and expect the cus- 
tomers to rash in in droves. I 
hare found hy experience that 
it doesn't happen that tray. 
It takes consistent hammering 
of the message." 




Louisville 

How a raclio-wi 
deposits from S25. i)i 

I his is the slon of a loan 
association that grew from a 



one-room business to a §31.- 
000,000 organization — ami hands the 
credit to radio. 

When the Greater Louisville First 
Federal Savings and Loan Association 
set up shop on October 2. 1915, they 
had a paid-in capital of $25,000. Their 
idea was to go into business, securing 
as man) savings and investment de- 
posits as possible and then re-in\esting 
the money In lending it for home 
building. In 1927. after two years of 
radio advertising, the companv had 
resources of three millions. Today. 22 
years and thousands of air-hours later, 
the Greater Louisville has deposits of 
more than $30,000,000 and an adver- 
tising budget that is three times the 
size of their original capitalization. 

From their earlv start in radio, back- 
in 1925. when there was only one 
radio station in Louisville, to the pres- 
ent time, when the company sponsors 
52 programs a week, the Greater 
Louisville Association has steadily ex- 
panded their radio activity —and their 
business. *'\\ hen we first went on the 
air."' sa\s Gustav Flexner. secretary - 
treasurer of the organization, "there 
was only one station. But we pioneered 
with cver\ station that came into the 
field bought time on them. And I 
would sa\ that we have grown with 
radio in that we have made it the main 
medium of selling our Association." 

Gustav Flexner is in a good posi- 
tion to know, lie is not the ordinary 
advertising executive. Not only was 
he responsible for his company's pio- 
neering in radio when it was a new 
and nut l ied medium, but w ith few ex- 
ceptions he has also written and read 
practically everv commercial since his 
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Mr. Sponsor 

giving* association boosted 
k 831,000,000 




In the company's own studio, Flexner reads all commercials for the Association's program 



compam first went on the air in 1925. 

The thinking behind the Flexnev 
personal touch is simple enough con- 
sidering how fabulously well it has 
paid off: *'0f course, there's the fact 
that customers get a kick out of coin- 
ing into the office and talking to the 
person they heard over the air. But 
more important than that," Flexner 
says, "it just seems natural to me that 
I would know better how to talk about 
our business than an outsider would. 
And 1 think that knowledge gets across 
to the listener. He absorbs the confi- 
dence reflected in the announcer s 
voice. I think that if more organiza- 
tions who buy radio time could have 
their announcers come in and liv e with 
the business for a time, they'd see re- 
sults. When a listener hears a knowl- 
edge of what lie's talking about in the 
announcers voice, he's in a better 



mood to lje sold." 

Flexuer's name is nc\cr gi\cn o\er 
the air. although bv now practically 
everyone in Louisville knows him. And 
he is modest about his own talents. "1 
recall one )ear at Derby Time,"' he 
says, "when I discussed reading the 
commercials with Graham McXamee. 
He told me one thing that 1 \ e tried 
to stick to all these vears — to be my- 
self on the air. 1 don't believe 1 have 
the best voice in the country, but I do 
believe that 1 have developed the finest 
radio voice in the Country for selling 
our institution." 

Transcribing the commercials for 
Greater Louisv ille's 52 programs takes 
about four hours of Flexner s busy 
week. He transcribes all of them (with 
the exception of the commercials for 
their live weekly Greater Louisville 
Houri from his office desk, where he 



lias a microphone and direct Hue* t<> 
each of his stations. After the tran- 
scriptions are made, the script, to- 
gether with the catalogue number of 
the musical selections chosen by Flex- 
ner's secretary, is sent to the various 
stations for broadcasting. For se\cn 
\cars Flexner not only wrote and an- 
nounced the commercials for his pro- 
grams, but also wrote and produced 
all the sound effects for a daily half- 
hour children's program. The pro- 
gram, which centered around the ad- 
ventures of a pom and a train, was 
dropped only because the Association's 
business was increasing so fast that 
Flexner could no longer spare the time 
to write it. But there are still a lot of 
Louisville adults who feel that thev 
grew up with a pom named Dixie and 
the Greater Louisville Special. 
i Please turn to page 59) 



This release reached the offices of SPONSOR after this article was written. We consider it so unusual and revealing that it is reproduced here 



AUVEKTISING ASSOCIATES — COMPLETE ADVERTISING AND MARKETING SERVICE 

REGULAR AGENCY REPORT 



Louisville radio stations are planning a 
tribute on December 31 to the Greater Louis- 
Tille First Federal savings & Loan association 
for their Silver Anniversary in radio advert- 
ising. The Company will begin its 25th consecut- 
ive year of raaio advertising, starting the 
first of the year. On December 31, radio stet- 
ions WHAS, WAVE, 7/AVE-TV, 7TGRC, .iKW, ..INN and 
WKLO will hold a special commemoration for 
Greater Louisville and' for Jjr. Gustav Flexner, 
Secretary-Treasurer of the Company and the man 
behind the many successful years of Company ad- 
vertising. In addition, there sill be a special 
de di c at ion^- broad cast of one-half hour to be carried 
over all the local stations. 

Greater Louisville has grown with radio 
and has made radio the main medium of selling- 
The Company's first acquaintance with radio 



began on the night of December ci , 1925, wr.en 
a two-hour program of the opera, "Faust," was 
presented in its entirety. At that time, there 
were few stetions on the air, few sponsored 
broadcasts and few radio sets, but the program 
Was well received. From then on, Greater Louis- 
ville sponsored a weekly broadcast each aturda v 
nifht on .'/HAS, knoT.ii as "The Greater Louisville 
Hour." The program was broadcast for 24 con- 
secutive years, end it can still be heard over 
.f IKK end 730.0. This program is believed to be 
the oldest continuous radio show in the country. 

As other Louisville radio stations ca^e 
into be In,-, Greater Louisville bought tiue 
on them. Of the budget set aside for advertising, 
the Company devotes three-fourths of it to 
radio, which takes care of its 57 shows per 
week . 
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TOP RADIO SHOW IS ASSOCIATION'S "RAILROAD HOUR" ON N3C. GORDON MacRAE APPEARS HERE WITH LUCILLE NORMAN 

Railroads need better radio 

SPONSOR survey reveals few of them use broadcasting' 




1 



consistently or well 

To induce more of the pub- 
^UUmmm ] j c \ 0 n <; e die nation's rail- 
roads when traveling, the roads must 
sell their product. 

Today, railroads do a minimum job 
of informing the public thai they exist, 
occasionally stress new facilities, and 
emphasize their important role in the 
building of America. 

The initiative of the railroads in 



purchasing impressive new rolling 
stock is not matched In a desire to ex- 
ploit what they have to offer. The 
point has been made that most railroad 
heads are operational experts, not pro- 
"Railroad Hour's" promotion includes rail station posters, car cards, and some dining car menus motional experts. 
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\o Longer on llic Air 



Conductor of "Your America" realizes ambition 



I largest rail- 



Railroads u>e radio sparingly in 
their overall advertising campaigns, 
which are inadequate to start. Glen 
R. Hedenknapp. a nieniher of the "New 
York State's Public Service Commis- 
sion, accurately appraised the situa- 
tion, when he recently said: ''A par- 
tial answer I to the railroads' problem 
of operating losses ) lies in better meth- 
ods of merchandising . . . and in the 
development of better relation* with 
the traveling public." 

During the past few months. SPONSOR 
has undertaken a canvass of the rail- 
roads of America. What are they do- 
ing in radio? What do they hope to 
accomplish ? 

From sponsor's study comes the su>- 
pision that railroad men are hard to 
educate to an appreciation of adver- 
tising, that the radio industry has nev- 
ei properly sold the medium to them. 

From this study . too. conies glimpses 
of why the airlines, bus lines, and oth- 
er travel mediums are taking the pro- 
motional play (and business) away 
from the railroads. Herewith is the rec- 
ord — as much as the study uncovered. 

America's $30,000,000,000 railroad 
industry probably is spending more 
money in broadcast advertising today 
than ever berore. Yet this amount- 
less than S4.000.000— is only a small 
fraction of its total expenditure of 
$25,000,000 or more in all media. 

The largest single broadcast item is 
the $L000.000-a-year Railroad Hour 
sponsored by the Association of Amer- 
ican Railroads on \RC Monday nights. 

After 10 years of concentration in 
magazines, the AAR switched the bulk 
of its expenditure to network radio on 
4 October, 194o, when The Railroad 
Hour was launched as a 45-niiimte pro- 
gram on ARC. Even with the move to 
NBC last 3 October, when the "Hour 
became a half-hour. AAR cantinues to 
spend most of its money in radio, with 
about $700,000 going to magazines. 

The Railroad Hour is paid for b\ 
all but one of the nation's 135 Class 1 
railroads, in proportion to their operat- 
ing revenue. The single non-partici- 
pant is the Chesapeake & Ohio, whose 
stormy chairman. Robert R. Young, 
has established the Federation of Rail- 
way Progress as a rival to AAR. 

Some roads, such as the Pennsyl- 
vania, regard the Hour as "their'* pri- 
mary broadcasting effort. A few, how- 
ever, have conducted, or are conduct- 
ing, fairly extensive broadcast cam- 
paigns of their own. 



For about 18 months during the B&M program Is based on drawings by Dahl 




C&O was sponsor of "Information Please" 



war. the Lnion Pacific 
ioad advertiser, with a 82,300.000 
over-all annual budget) sponsored 
Your America, weeklv "salutes'" to in- 
dividual industries and states, over 
coast-to-coast networks, through Caples 
Compart}. During that period UP's 
annual broadcast expenditure was 
about $500,000. Last fall it sponsored 
a live-sports TV show in Los Angeles. 
It uses radio announcements periodi- 

Currontlv on Television 



call\ o\er many stations. 

The New York Central has been car- 
ry ing announcements in seven cities 
consistently for three years, and last 
April began a series of TV announce- 
ments in New York. The Southern 
Pacific (also FC&R) i> not using the 
air as heavily as it was. The Santa 
Fe buy s radio announcements now and 
then, is currently sponsoring a 13- 
( Plea.se turn to page 55 I 




Burton Holmes sells Southwest for Santa Fe 
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Before you junk 
your Commercial 



1,000 members of TV Critics Club 
reveal which favorite commercials 

make them purchase the product 



It may displease a lot of people and 
still sell a lot of goods. 

Just because a TV commercial isn't 
well liked is no reason to junk it. A 
commercial, on the other hand, may 
delight practically every viewer ex- 
posed to it and still not pay for itself 
in sales. Like or dislike of a commer- 
cial is in itself no criterion of the 
commercial's efficiency. 

Several of the best-liked brands re- 
ported in an American Management 
Counsel study (see table illustrating 



this story) do not even appear on the 
list of products named by the same 
respondents in answer to the question: 
"Have any TV commercials or demon- 
strations influenced you to buy a prod- 
uct you never bought before?" 

This study was confined to the New 
York Metropolitan area covered by the 
circulations of the New York Herald- 
Tribune and Daily News. It was con- 
ducted by mail at the end of last Octo- 
ber among 2,000 members of the TV 
Critics Club. This is a group spon- 



sored by Look Hear, a commercial TV 
column written by Maxine Cooper and 
at present appearing once weekly in 
the News and Herald-Tribune. 

Of the 2,000 names selected at ran- 
dom from the Critics Club member- 
ship. 1,144 filled out and returned 
questionnaires. Slightly more than 
half of the questionnaires were re- 
turned by women, and nearly three 
quarters of these wor.ien were married. 
About 60% of the men who replied 
were married. 

Most of the women respondents 
were housewives — 64.8%. Secretary- 
bookkeepers accounted for 8.8% and 
students 4.6%. Occupations of the re- 
mainder of respondents were widely 
scattered, each accounting for less than 
2.0%. Only 4.01 failed to list an 
occupation. 

The men respondents, instead of 
falling into one big occupational cate- 
gory as did the women, were spread 
widely over a dozen. Topping the list 
with 11.8% was non-factory skilled 
labor. Skilled factory labor accounted 
for 3.4%. Office workers accounted 
for 10.0%, followed closely by non- 
factory unskilled labor with 8.9%. 

Right on the heels of unskilled labor 
came the professional category with 
8.7% . Student and management each 
had 7.0%. Government service, sales- 
man, non-active, proprietorship, and 
service categories ranged down from 
5.5% to 3.0%.Misellaneous accounted 
for another 5.1% and 15.4% failed to 
specify an occupation. 

An impressive number of the people 
who bought cigarets as a result of 
a TV commercial not only bought Old 



I. SANKA tops coffees purchased. Molly Berg's commercials high 2. LIPTON commercials sell well, but don't show strong liability score 
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Question: If you 


particularly 


like or 


dislike a 


co in in re i a 1. list under like. 


dislike 




% Who Like 


No. Who Lite 
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Product 


TV Commercial 


Commercial 
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Chiclets 


98.1 


51 


52 


BVD 


95.3 


94 


98 


Rnllnntinf* 
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94.9 


93 


98 
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94.6 


35 


37 




90.0 


250 


275 




85.7 


78 


91 


Tide 


83.6 


82 


98 
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82.7 


86 


104 


Sonka 


77.5 


49 


56 


Auto-Lite 


76.5 


62 


81 


Old Gold 


74.7 


127 


170 


Lucky Strike 


73.3 


77 


105 


Chesterfield 


71.5 


50 


70 


Camel 


71.0 


38 


52 


Pepsi-Colo 


61.9 


26 


42 


Borden Products 


56.2 


18 


92 


Lincoln-Mercury 


54.7 


41 


32 


Gillette 


42.9 


15 


75 


Pall Mall 


20.0 


11 


35 


Philip Morris 


16.7 


14 


55 


Whelan Drug 


3.3 


3 


84 



Gold?, but also said they particularly 
liked the commercials. They are done 
live with an announcer and the danc- 
ing cigaret cartons. Of the 170 view- 
ers who mentioned it. only 43 said 
they disliked it. 

The choice of commercials wa» not 
influenced by a checklist. The ques- 
tion read simpl) : "If you particularly 
like or dislike a TV commercial, list 
them under following: (1 like; 1 dis- 
like). Thus the commercials named 
were spontaneous choices. The same 
is true of the brands named as bousrht 
for the first time because of television. 

The Old Gold commercial, seen on 
ABC-TVs Stop the Music and \BC- 
TY's Original Amateur Hour captured 
nearly a third of the 94 people of the 
sample who bought a new brand of 
cigarets because of television. Per- 
centage-wise, the cigaret brands men- 



tioned lined up as follows: 

Old Cold 29.2 

Chesterfield 26.6 

Philip .Morris 17.0 

Pall Mall 6.6 

Lucky Strike 4.7 

Camel 4.7 

Miscellaneous brands 1.8 

Brands not specified 9.4 



With the exception of Old Golds and 
Chesterfields, the commercial liking 
score for brands mentioned bore little 
if any significant relation to the degree 
to which they were purchased. This 
did not hold true for brands in every 
category, but it happened often enough 
to raise a serious question as to the im- 
portance of the "liking element. Cig- 
arets lined up this way : 



Rank in 
Rank in Liking 
Purchase Commercials 

Old Gold 1 1 

Chesterfield 2 3 

Philip Morris 3 (> 

Pall Mall 4 5 

Lucky Strike 5 2 

Camel 6 4 

Three of the most disliked commer- 
cials, shown in chart at the head of 
this story, are those for Philip Morris. 
Pall Mall, and Gillette. They also hap- 
pen to be the same three commercials 
reported by the Starch continuing 
studv of TV commercials as least liked. 
Nevertheless, both Gillette and Philip 
Morris rank well up in the list of new- 



brand.- purchased as the result of 
watching television, according to the 
American Management Counsel report. 

Whether or not selling that irritates 
as many people as do these shaving 
and cigaret commedcials is good ad- 
vertising in the long run is another 
question. Most advertisers are in- 
clined to stick with what is getting 
current results-. They figure to worry 
later about what to do when their 
advertising loses its punch. Gillette, 
of course, is the sponsor of top-drawer 
national sports events, as well as box- 
ing every Friday night from New 
York, and other events such as the 
[Please turn to page 5.7 I 



Jj. PHILIP MORRIS third in purchases, but commercials last in lilting <1. COLGATE first in dentifrice sales, as the kiddies pressure mom 
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Mr. Advertiser: 

YOU CAN DO IT AS 

WELL (Maybe Better) 

AND FOR LESS 
with 

TELEWAYS 
TRANSCRIPTIONS 

The following transcribed 
shows now available 

AT LOW COST! 

JOHN CHARLES THOMAS 
260 15-Min. Hymn Programs 

SONS OF THE PIONEERS 
260 15-Min. Musical Programs 

RIDERS OF THE PURPLE SAGE 
156 15-Min. Musical Programs 

STRANGE WILLS 
26 30-Min. Dramatic Programs 

FRANK PARKER SHOW 
132 15-Min. Musical Programs 

MOON DREAMS 
156 15-Min. Musical Programs 

BARNYARD JAMBOREE 
52 30-Min. Variety Programs 

DANCER! DR. DANFIELD 

26 30-Min. Mystery Programs 

STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

CHUCKWACON JAMBOREE 
131 15-Min. Musical Programs 

Send for Free Audition Platter and 
low rates on any of the above shows 
to: 

TELEWAYS prodR |^ ons ' 

8949 SUNSET BOULEVARD 
HOLLYWOOD 46, CALIF. 

Phones: 

CRestview 67238 • BRadshaw 21447 



-continued from page 2- 

Gilbcrt invades 
video research 

Gilbert Youth Organization has formed Gilbert Tele- 
vision Research Company, and will probe looker- 
listener reactions to TV commercials in home. 
Technique is based on portable projector which in- 
terviewer takes into living room — any living room, 
since it is battery-operated. Device repeats 
actual commercials, picture and sound. 

NARSR elects 
Avery president 

Lewis H. Avery of Avery-Knodel , Inc., has been 
advanced from treasurer to president of National 
Association of Radio Station Representatives, New 
York, succeeding Frank Headley of Headley-Reed. 
Richard Buckley of John Blair & Co. , was named 
vice-president ; James LeBaron, RA-TEL Representa- 
tives, Inc., secretary, and Joseph Timlin, Branham 
Company, treasurer. Tom Flanagan continues as 
managing director. 

1,800 stations aid 
democracy contest 

More than 1,800 broadcasting stations — AM, FM and 
TV took part in nationwide "Voice of Democracy" 
radio Script contest, sponsored jointly by NAB, RMA 
and U.S. Junior Chamber of Commerce. One million 
high school students were entered. 

"Feature Foods" 
to go national 

After 15 years on WLS, Chicago, "Feature Foods" 
radio program and merchandising service is being 
expanded to other markets by Feature Radio, Inc. , 
Chicago, headed by Lyman L. Weld and Paul E. Faust. 
Services for sponsors include checking distribu- 
tion, and position on shelves, "educating" grocers 
and clerks, arranging for promotions and checking 
displays . 

Video set sales seen 
rising 50% in 1950 

Don G. Mitchell, president of Sylvania Electric 
Products, relative newcomer in TV set-making, pre- 
dicted in year-end statement industry's TV set 
volume will be 3,750,000 in 1950, or 50 per cent 
more than in 1949. . .RMA — which has switched 
report on TV picture tubes from quarterly to 
monthly — said sales of these tubes in October 
were 100 per cent more than average for third 
quarter of 1949. 
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Mr. Sponsor asks . . . 




The 

Picked Panel 
answers 
Mr. Shorin 




Mr. Church 



When tin- first 
electrical trans- 
nipt ion library 
became available 
K M B C quit 
b r 1 1 a tl c a s t i n g 
phonograph rec- 
o r d programs. 
We subscribed to 
the irlea that the 
listening public is 



entitled to limbic different from that 
already obtainable at any good record 
»hop music recorded with highest 
possible fidelity, superior in quality to 
phonograph records. KY1BC was one 
of the first subscrihers to the World 
Librar\. recorded vertical cut by the 
Western Electric System, a superlative- 
ly fine recorded program sendee. 

Do KT programs utilizing libraries 
please the public? Do thev build high 
ratings? Do the) please advertisers? 
Our experience at KMBC neables us 
to enlhusiaslieaflv answer yes. 

"The Bandstand," broadcast late 
"Saturday afternoon by KMBC for 
mam years* and more recently also 
l.j KFBM I had rated as high as 10.1 
I r,onlan, November. I'll" I when an- 
other KC station was carrying a Notre 
Dame foolbalf game! \t 4 : 4.1-5 p.m. 
Mondays thru Fridays on KFBM '' The 
Bandstand*' rated 2.1 in a Conlan area 
survey ( March. 1949). 

"A- Kansas City Dines" is another 
program we have (milt from the World 
1/ihran on KMBC man) years, re- 
< entl\ also on KFBM. W hen it was on 



"Can a national advertiser build a profitable 
program by using' a station transcription 

library?** 



Joseph E. Shorin 



President 

Topps Chewing Gum, 



N. Y. 



daily -Monday thru Saturday (>: lo- 
ft: 30 p.m. — Conlan rated it 13.8 and 
12.7 in February. 1939 and December, 
1940. I bis program has made a fine 
vehicle for spot announcements. 

"The Lynn Murray Show," built 
from the World Library, on KFRM, in 
March. 1949. showed a Conlan area 
laling of 3.1. darned good for Satur- 
day afternoon in the great open spaces. 

Our own transcription library' of 
''The Texas Hangers'' which we syn- 
dicate nationally has gained Hooperat- 
ings as high as 27! 

Among our current largest sponsors 
of programs utilizing library ET's on 
KMBC are Borden ft quarter-hours 
w e e k I y mid-afternoon — "The Dick 
Ha vines" show: Puritv Bakeries, 
Rutherford "Hy Power" Chili and Ta- 
males. and B-C. 

Arthur B. Church 
President, KMRC-KFRM 
Kansas City, Missouri 



National Adver- 
tisers not only 
can. but are find- 
ing profitable 
programs in sta- 
tion transcrip- 
tion libraries. 

While. it is 
true that most of 
the lop Hooper- 
ratings are held 
by dramatic and variety shows, sur- 
vey has shown that, in the long run. the 
public prefers music. Many eminent- 
ly successful musical programs have 
been selling merchandise via the net- 
works for years, and. in a number of 
cases, independent stations blending 
showmanship with a smart selection of 
''canned" music have been successful 




Mr. Porter 



in actually swinging a larger audience 
than rival network stations with "talk" 
programs. 

Music has wide audience appeal. If 
a national advertiser can find a profit- 
able musical vehicle on the networks, it 
follows that he can duplicate his suc- 
cess in individual markets with the 
station transcription library. First of 
all. the word "transcribed*' no longer 
bears its once ugly stigma. Way back 
in 1938, in an audience survey that I 
conducted in Boston, it was found that 
the average listener preferred trans- 
scribed or recorded "name" talent to 
equally good hut relatively unknown 
"live" talent. Todav a large percent- 
age of the lop network shows are tran- 
scribed, and transcribed syndicated 
shows are enjoying good ratings. The 
public has stamped its approval on 
transcribed programs. — they are ju*t 
as acceptable as "live" shows, and 
often more so. 

Secondly, a good station transcrip- 
tion library wilf outperform a class 
"A" network line in the matter of 
fidelity. — it is replete with the "big- 
gest " names in radio, contains distinc- 
tive musical arrangements especially 
produced for radio showmanship, and 
a tremendous amount of music unob- 
tainable on records. Library selec- 
tions van in length from thirty' second* 
to ten or more minutes making it pos- 
sible to produce shows without fading 
or cutting the music. The better tran- 
scription serv ices also contain a myriad 
of useful opening and closing themes, 
fanfares, bridges, and interludes of all 
kinds, even thing in the wav of basic 
ingredients and production aids need- 
ed to produce a "live" sounding, lop 
musical show of am description. 

WlNSI.OVV T. I'oitTEl? 

Sales Promotion Manager 
U'lXC. Winchester. Va. 
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There is no ques- 
tion about it. the 
answer is yes! It 
• has been done. 

Marshall V ells 
: has done it with 
. » success ! The) 

J^B did it in adver- 
tising their Zenith 
brand of major 
Mr - Sreen home appliances 

and Coleman heaters. Marshall Wells 
did it hi Central Washington b) using 
The Stars Sing during the day and 
That Man with a Band in the evening. 
Initially signed for 26 programs. The 
Stars Sing was renewed four times for 
additional 26 program cycles. Tailor- 
made selling commercials, written by 
station continuity writers, were inte- 
grated with program script production 
aids and a featured singer each day 
(in this case supplied by Associated) 
to make The Stars Sing a polished pro- 
duction. 

For That Man with a Band a leading 
popular dance band was featured with 
a standard theme and a simple open 
and close identification. Commercials 
were "to the point." Music during the 
show was segued. The program stood 
on the merit of popular music by popu- 
lar artists without hackneyed so-called 
''ginger bread" introductions. 

Each of the shows included dealers' 
names from cities of Central Washing- 
ton. No question was left in the listen- 
er's mind about where to go to get the 
product. Co-operating dealers and 
Marshall Wells shared the cost in this 
case. . . . The comment of one dealer: 
*". . . there was no other advertising 
used." and that "the radio show opened 
more new contacts with buyers than 
any other advertising did." 

Transcription companies spend mil- 
lions supplying stations with the best 
music in the world. Improving script 
sen ices go w ith the music, voice tracks 
of the stars, special themes, promotion 
pieces. And that isn't all. the) are 
regularly adding features to increase 
the flexibility of sen ice to broadcasters. 

National advertisers* can cash in on 
each local market b\ judicious!) 
'"beamed" selection of da\ or night 
time, dependent on the product appeal. 
Program and sales staffs of each sta- 
tion can be of great value because of 
their familiarity with each market. 
W. M. "Bill" Green 
Program Manager 
KPQ, IF enatchee. Washington 



Watch the 

New WDSU 

No Other New Orleans Station 
Offers Sponsors Such Complete Coverage 
of the Important Woman's World! 



Joyce Smith, Woman's Program Director, 
creates and cues her AM & TV programs 
to strike the rich, influential woman's mar- 
ket. Gardening -fashions -drama - cooking 
(featuring Lena Richards, nationally known 
Creole cook) — are among the varied pro- 
grams available to dollar-wise sponsors. 
Write for further details! 




EDGAR B. STERN, 1H 
Partner 



ROBERT D. SWEZEY 
General Manager 



LOUIS READ 
Cammercial Manager 
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SPONSOR: Nolde Brother- Bakery AGENCY: Direct 

CVPStl.E G\sK III>TOR\: Santa Clous and TV 

have combined their popularity with fruitful results. In 
a three-time-a-week. half -hour presentation, "Santa Reads 
His Mail." Santa was shown eating a piece of Xolde's 
fruit cake. Since the first live commercial, 4 programs 
ago. over 1500 letters have poured in with 70' I men- 
tioning the sponsor or his products. Locally produced by 
the if" VI H staff, the highly-successful program is in its 
second year. 



WTVR, Richmond, \ a. 



PROGRWI: Santa Reads \\U Mail 



SPONSOR: Huff'- Trading! P«~t \CEN< A : Not Ii-ted 

CAPSILE CA S E HISTOR\: This pleased sponsor 

drew an immediate response from the Izaak Walton dis- 
ciples. Featuring a weekly sportsmen's show, plugging a 
different item each week, the bait this time was a good 
buy on fishing boots. The results were jour persons in 
the store to buy before the program was off the air with 
a sell-out the next day. 



W II K.N. 



>vracii«e 



PROGRAM: Spurt -men'* show 



TV 

results 



MP I'll >IAHKII 



SPONSOR: Forest Park Super Market 



\CKMn : Direct 



< \PSLLE G.\SE HISTORY: A half-ham and a chile 

bean dinner were the "stars" of spot announcements on 
the "/ Hear Music" stanza [6:30-7 p.m. M-W I . As a re- 
sult, 89 full hams and 153 chile dinners were sold — a 
complete sell-out. The sponsor says: "I still can't get 
over the immediate response to my 77 demonstrations." 



WICU, Erie, Pa. 



PROGRAM: Spots 



T - - 1 1 " 



\l I 4MIOIIII I S 



SPONSOR ; Si. Raul & \\ . R. Stephen* AGENCY; Direct 

Hnick Co*. 

CAPSULE CASE HISTOIU: This Sunday evening 

newsreel program faced stiff competition with Walter 
if'inchell as its radio opponent. Sponsors offered toy 
model Hnick cars to the first 100 requests and more than 
1500 cards, letters and telegrams icere received the next 
day. A live commercial is used with a new fiuick model 
driven into the 77 studio each day. 

WTCN-'n, Minneap<di-St. Paul PROGRVM: Movie Newsreel 



A I* I* LI A XI i:s 



'PONsOR: Watts PIiimbiiiB & Electric 



AO EM A : Direct 



CVPSU.K CVsE HISTORY: // one-minute commer- 

cial was enough to convince this company of the selling 
power of 77 . // studio demonstration of a C.T.. electric 
Disposal! unit nas folloued by an offer to absorb the 
^50 installation i/>sl of the first 5 orders received after 
the telecast. Dozens of calls were received. One from a 
viett er 100 miles an ay and one from a local home builder. 



KO I \ . Tulsa 



PROGRAM: Spots 



It I I IILAM 



SPONSOR: General Ice Cream 



\GEN< A : Not li-te,! 



CAPSULE CASE HISTOID .- Winter weather was not 

a draw back to ice cream fans. Two ice cream suckers 
were offered to anyone Hatching Sealtest's three-time-a- 
week TV spot provided they would just send their names 
to the "Scaliest Ice Cream Man.' The offer teas made on 
three consecutive broadcasts the result 2.617 pieces of 
mail. 



W BEN-TV. Buffalo 



PROGR Spots 



Ml LI 



It Y 



SPONSOR: None 

G\PSl EE CASE 1 1 ISTOIO : A'o sponsor, no standard 

commercials just results! Krauss Cornj>any f s milliner 
offered a custom tailored hat as a "'gimmick" on a wo- 
men's show. The very next day four orders for exact 
creations were received despite the. fact they retail, for 
$50. And despite the fact. too. that few women tail ever 
order exact duplicates. 

W'DSl T\ . New Orleans PROGRAM: Joyce Smith a la Mode 




ILMEI), processed, edited and narrated com- 
pletely by fast-moving WBAP-TV newsroom per- 
sonnel is "Texas News," a 10-minute newsreel 
recently named the nation's best by the National 
Association of Radio News Directors. 

Aired at 6:15 p. m. Sunday, Tuesday, Thursday, 
Friday and Saturday* on the Star-Telegram's 
WBAP-TV, an average "Texas News" covers 
eight stories — four from the Dallas area, and 
four from the Fort Worth area. No story is over 
21 hours old, and many of them develop as late 
as two hours before air time. 

"Texas News" staffers often travel over .'500 miles 
by auto or chartered plane to get one story. Their 
filmed stories have been telecast repeatedly over 
NBC and other stations across the nation. 

"Texas News" is a top example of station pro- 
gramming. WBAP-TV, the Southwest's first tel- 
evision station, can serve you best in the Fort 
Worth-Dallas area. Complete facilities for live 
programs, commercial film production (program 
or spots) are at your disposal at WBAP-TV. Con- 
tact the station or Free & Peters for details. 

"Sponsored by Texas Electric Service Co. 'Vues., iri, Suti. jtid the 
Southwest Chevrolet Co. on Thnrs. 



I 
I 

i 



* lit » 6-m TUf 11 JI.tAM 



FREE & PETERS, INC. Exclumt National Rtpmtntatnts 

Fort Worth l)»(reit Atlanta 5dn frtncnco Chicago N*» York HoUr-ood 
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BACKSTAGE 

( Continued from page 25) 

they had been influenced directly by 
the radio copy. 

Soon after research bad gathered 
this information and passed it on to 
the radio department, the "dream girl" 
was read) to tour the country. With 
the client's approval, plans now" call 
for use of one-minute aniiounncements 
in the leading markets during 1950. 
The markets selected are those where 
an extremely high proportion of U. S. 
drug sales take place each year so that 
the coverage can be considered nation- 
wide for Lustre-Creme purposes. Time- 
bin er Frank Daniel chose stations for 
the campaign on the bail's of Hooper, 
Pulse, and BMB figures. Hut after the 
campaign has been under way for a 
while he and Keesely will tour the 
country to get an on-the-spot impres- 
sion of the campaign's effectiveness, 
worked out loealh . 

Such continuous checking of results 
used in the "dream-girl'' commercials 
and to see how the v arious approaches 
radio department. Even when a client's 
sales are good in a given area. L&M 
i.s one of the important activities of the 
may recommend a change in the cli- 
ent's schedule. A case like this came 
up recently. One client had a series 
of evening newscasts on a regional net- 
work. New ratings revealed that while 
the regional network had fine listener- 
ship in several cities, it was weak in 
and out in the count). Timebmer 
Daniel, together w ith Kee.-eU . worked 
out a better wav lo use the advertiser's 
money . 

Their plan, which the client ap- 
proved, called for a switch to national 
network stations in the area: and a 
switch from news programs to spot 
announcements. The spots weir bought 
during .station breaks between top- 
notch network shows, insuring greater 
listonoi ship distributed more evenlv in 
both cities and farming communities. 

In addition to spot radio sampaigns 
like those described above. L&M has 
two network radio shows which are 
also on TV (Stop the Music and the 
Aatnalenr Hour, both enjoying high 
latings for Old Gold I. Other programs 
are in preparation for other L&M 
clients. 

The Amateur Hour pro\ ides a good 
example of bow the department func- 
tions on a netw ork radio and telcv ision 
problem. Its history goes back to last 
fall when Stop the Music was doing 



so well that it set the L&M radio men 
to thinking about a second Old Gold 
program. They reasoned this way. 
Stop the Music had proved it was pos- 
sible to get a vast national audience at 
low average cost. Win not try for the 
jackpot? — to use a phrase made popu- 
lar by another quiz program. Win not 
get a second relativ e!) low -cost pro- 
gram which appealed to another type 
of audience? 

The Original Amateur Hour, then 
up for sale as a package, filled the bill 
perfectly. While Stop the Music was 
along smart review* lines, featuring 
popular songs included as much for 
entertainment as for quiz value, the 
Amateur flour was homey, famih en- 
tertainment which might present any- 
thing from a five-year-old crooner to 
bird imitations. Moreover, the Ama- 
teur Hour radio program was ideal for 
out of town origination. L&M, through 
short but significant previous experi- 
ence with the traveling Guv Lomhardo 
program, bad realized the merchan- 
dising value of a show which could 
make local appearances. 

Here was one factor which might 
have proved a hitch. Ueemack Enter- 
prises. Inc., the production organiza- 
tion representing the Major Howes es- 
tate, wanted to sell the Amateur Hour 
as both a TV and AM package. But 
L&M had no obpjection to this, in fact 
welcomed the idea. One of the guid- 
ing principles at the agency is the be- 
lief that advertisers should get into 
telev ision and stake out franchises early 
in the game. I In the spring of 1948 an 
L&M report to clients on T\ created 
a stir bv warning that "time is already 
running out on the establishment of 
great franchise for the future. . . . ") 

Aetuallv. when the Amateur Hour 
was first offered to sponsors last \ear 
In Keeinaek it had already gone on the 
air sustaining as a TV show ( Dinnont. 
Sundav night I. Ueemack hoped atten- 
tion gained for the TV show would 
help interest sponsois in reviving the 
AM presentation of the program; it 
had been off the air completed) for sev- 
eral years. This was decided!) new 
twist on the usual relationship between 
radio and T\ which the L&M radio 
men felt was sound thinking, \fler all. 
the\ reasoned. T\ had brought back 
wrestling, dog acts, acrobats, and hail- 
ing the jack. Win not the \niatenr 
1 lour? 

This seemed an even brighter 
thought when the TV Amateur Hour 
began to build up interest and become 
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one of the most talked-about television 
programs. At this point, in Jul\ ol 
1948. Xiek Keesely, 1XM president 
Uav Vir Den. and Tom Doughten. ac- 
count executive, went to the P. Lorib 
lard Companj and got approval for 
purchase of the AM-TY package. 

To select the time and station for the 
AM Amateur Hour, timehuyer Frank 
Daniel studied availabilities, compara- 
tive costs, coverage, and the ratings 
of adjacent programs. This last fac- 
tor, in particular, influenced L SM's 
choice of Wednesday night on ABC. 
This was the night Bing Crosby. 
Croucho Marx, and Milton Berle were 
on all in a row. Anothed strong rea- 
son for choosing ABC was that Slop 
the Music was on this network as well: 
L&M could thus bin time from \BC 
at the highest discount rate. 

The TV Amateur Hour remained on 
Dunmnt Sundav nights where it had 
alread\ begun to build up an audience 
as a sustaining program. 

Basically, the entertainment side of 
both the AM and TV programs was up 
to Reemack. L&M's job wa> to con- 
vert the program into sale- through 
effective commercials. Slop the Mu- 
sics easy-going Old Cold commercials 
set the pattern for the AM Amateur 
Hour. The same announcer. Don Han- 
cock, was to be used to deliver low- 
pressure, down-to-earth, and conversa- 
tional air co|)\ in line with Old Gold's 
theme: '"We're tobacco men. not medi- 
cine men." 

But what about the TV showy 

Lennen & Mitchell believes that 
even thing done before television cam- 
eras should be designed specifically 
for the medium, bur the TV Amateur 
Hour commercials, therefore. L&M se- 
lected a man who at that time was al- 
ready a rising television personality 
Dennis James. 

Dennis James is the ingenious voice 
behind the scenes who put bounce into 
Dumont (WABDl wrestling telecasts 
In proceeding on the logical assump- 
tion that wrestling is a branch of the 
theatre rather than a pure competitive 
sport. When one w re>tler grabbed an- 
other by the elbow and started twist- 
ing. Jame? would provide the sound 
effects of a bone cracking. When the 
punishment seemed to grow unbear- 
able, James might comment, "Don't 
worry mother, he'll be all right." On 
the TV Amateur Hour, the friendly 
and humorous James personality- was 
ideal. 



To put that personaHtv in the right 
framework, the agency devised a living 
room set complete with an easy chair, 
end table, and book shelf backdrop. 
James was to sit in the casv chair, look 
into the living rooms of viewers, and 
talk directly to them about his favorite 
cigarette. The lines written for James 
by copy chief Keveson would require 
no shouting or orating: they were 
merely conversation from one smoker 
to another. 



For change of pace, the L&M radio 
men wanted an additional commercial 
format involving Dennis James and 
talent from the show. \t first commer- 
cials were tried in which James and 
girl quartets sang the praise- of Old 
Colds together. Then the T\ art de- 
partment struck gold for Old Cold. 
In this case gold was a cigarette pack 
that danced. The wav the dancing 
cigarette pack evolved from an idea tc 
one of the most effective commercials 



Let's charter a 
airplane , elmirey ! " 




JL essir, our Heil Kiver Valley hay- 
' seeds in North Dakota have an Ef- 
j fective Buying Income 38.2% abort* 

the national average! Flint's why 

they git to live so fancy! 

For 27 years. WDAY has given 
these fabulous farmers hundreds of 
ideas on how to spend their extra 
dough. . . . Latest Hooperatings 
(I> (M .. ' IK — Apr. * 19) prove WDAY 
gets more listeners in every period 
than all other stations combined. 

IN FACT, WDAY HAD THE 
NATION'S HIGHEST SHARE- 
OF-AUDIENCE HOOPERAT- 
INGS — MORNING, AFTER- 
NOON AND NIGHT — FOR 
THOSE FIVE CONSECUTIVE 
MONTHS! 

AND OUR RURAL COVERAGE 
THROUGHOUT THE VALLEY 
IS ONE OF THE SEVEN WON- 
DERS OF RADIO! 

Ask your Free «!t Peters "Colonel"* 
for all the amazing facts, today'. 
You ain't heard nothing* yet! 




FARGO, N. D. 

NBC - 970 KILOCYCLES 
5000 WATTS 



«QJl " 
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Open Letter to 




23 December 1949 



Mr. Gordon Gray , President 
All-Radio Presentation, Inc. 
c/o WIP 

Philadelphia, Pa. 
Dear Gordon : 

Confirming our previous discussions SPONSOR'S 30 January issue will be 100% devoted 
to LIGHTNING THAT TALKS. 

SPONSOR'S job is to provide tools to buyers of broadcast advertising. We consider 
SPONSOR'S Souvenir of LIGHTNING THAT TALKS as a complimentary tool to the most 
important single presentation ever made to them. 

As expressed to you and to other members of your Committee, we are going all out 
to make this Souvenir Edition extraordinarily useful. We won't go into the con- 
tents now (we're keeping that as a surprise) but you have my word that we are aim- 
ing at making this the highlight issue in SPONSOR'S career to date. 

Our two top writers have been detached from normal editorial activity to work 
exclusively on the Souvenir Edition until the job is done. Two other members 
of our editorial staff are assigned under them. Eight important full length 
features linked to LIGHTNING THAT TALKS are now being researched and written. 

In view of the importance of the Souvenir Edition we are doubling our normal press 
run, with the possibility that the final run may go even higher. Our guarantee to 
advertisers is a minimum of 16,000 copies. 

As discussed, we are setting an attractive price for bulk copies so that All-Radio 
Presentation groups throughout the United States can order bulk copies for dis- 
tribution to each person attending the area showings. The cost of 100 copies will 
be $25. If more than 500 copies are ordered the cost reduces to $20 per 100. 

Each copy will be bound with an attractive paper ribbon containing such words as 
"SPONSOR'S Souvenir Edition of the All-Radio Presentation Film ' LIGHTNING THAT 
TALKS ' . " 

I deeply appreciate the enthusiasm with which you and your Committee greeted our 
suggestion to do this kind of job. 

Kindest personal regards. 



Sincerely , 




President 



Norman R. Glenn/abs 



ordon Gray 

* Wtt^^ SOUVENIR EDITION OF 

Lightning 
That Talks 



16,000 GUARANTEE 



REGULAR ADVERTISING RATES APPLY 



ADVERTISING DEADLINE 16 JANUARY 



SPONSOR, 510 MADISON AVENUE, NEW YORK, N. Y. 



in T\ reveals how closely all the mem- 
bers of the radio department work to- 
gether. 

The liasie idea was to have a girl 
dressed in a cigarette pack from the 
hips up do a dance routine in front 
of the camera. But how would y Oil 
get selling punch into this routine? 
Peter Keveson solved this one. He 
suggested that the dance music he 
muted sufficiently so that Dennis James 
could speak through the music and 
make periodic comments tied in with 
the dance yet referring directly to Old 
Colds. Ceesely got into the act by sug- 
gesting addition of a little dancing 
match box to go with the dancing pack. 

Vnd Larr\ Holcomb made still another 
contribution to the development of this 
commercial when he devised a camera 
trick which made the dancing pack ap- 
pear as a tiny image in the corner of 
I hi 1 screen w hile Dennis James spoke. 
Vfter the Amateur Hour went on 

VM and TV for Old Gold, Hooper 
ratings and sales result* proved that 
il had been a wise choice. The AM 

Vmateur Hour ratings are consistently 
above average, topping many of the 
more expensive shows (17 November 
network Hooper I . The T\ program is 



ninth, with 35.4 and has one of the 
highest sponsor ideiitifiaction ratings 
in the medium (90 r <, at last check). 
In the October Hooper report the Old 
(.old half of Stop the Music was in 
eighth place with a rating of 37.1, giv- 
ing L&M a perfect score of two out of 
two in die first ten TV programs. And 
Old Gold sales this year are at all- 
time high. 

The AM and T\ editions of the 
Amateur Hour are not simulcast. They 
are different shows with talent selec- 
tions which differ widely, depending 
upon visual value of the acts. But a 
common theme helps link them. Each 
week the AM and TV ad it ions salute 
the same city . The T\ show can't travel 
hut the AM edition can and does at 
least once every three weeks. Taking 
die show* on the road accomplishes sev- 
eral important things: 

1. It helps build the show's local 
audience in the markets visited: 

2. It adds variety to the program 
by sampling the talent of different 
areas ; 

3. It builds good will for Old Gold 
and the Amateur Hour. 

Each out-of-town origination is run 
as a benefit for some local charity. Vnd 
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not a cent of the admission money 
made in this way goes to pav road ex- 
penses of the show. This has assured 
the Amateur Hour a warm reception 
everywhere it his traveled. 

To build up the local appeal of the 
television show, talent from out of town 
is frequently flown into New York after 
appearances on the traveling AM show, 
keessely. who personally supervises 
the AM Amateur Hour for L&M. ac- 
companies it out of town every three 
weeks. This gi\es him a periodic 
chance to get famliar with conditions 
outside New York City. As he puts it: 
ou can't judge the radio situation 
if all you do is sit around an office 
reading the Xeiv Yorker magazine. It's 
astounding how tastes will vary in 
different sections of the country. 

Accounts of how Keesely and his as- 
sociates make basic decisions like those 
required for the Lustre-Creme cam- 
paign and the Amateur Hour tell part 
of the story of how a radio department 
functions. Hut what about ordinary 
day-to-day activities. What does each 
man in the department do to make the 
wheels go around? 

Keeselv. of conr.se. has the executive 
responsibility for the department, All 
important decisions must pass across 
his desk for approval. Hut. in addi- 
tion, he gets out from behind his desk 
frequently to take an active pait in 
production. He's in personal charge 
of production on the AM Stop the Mu- 
sic and the VM Amateur Hour, draw- 
ing on his years of varied radio back- 
ground as a top-flight casting director, 
talent head, and producer to give those 
shows the smoothest polish. Vnothei 
of his important roles is liaison with 
radio clients. He's the man who irons 
out any differences of opinion which 
may crop up as they always do in 
the radio business. He's got a thou- 
sand and one jobs to do involving tal- 
ent, contract-, and relations with net- 

HOlks. 

keeselv s second in command is 
' n\ Holcomb, whose basic respon- 
sibilities are television production and 
i' c auditioning of talent. Ilolcomb's 
the man who attends all TV rehearsals 
and whips the commercials into shape, 
lie's also the man who sees a constant 
stream of actors, actresses, and net- 
woik men with programs to sell. The 
department has an open door and an 
open mind -policy. Holcomb will sec 
anyone with an idea for a new pro- 
gram. As he puts it: "There are a- 
many fish in the sea as have been 
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caught. You tau t tell whpii someone 
with a terrific program idea will walk 
right in the door." 

One of the men Uolcomb work imist 
closely with is Clarke Agneiv, the TV 
art director in the department. L&M, 
incidently, was proliabh the first agen- 
cy to centralize TV art responsibility 
under one man. This was paid off 
nicely. Instead of having all of the 
product art directors tn to learn TV 
techniques, one man concentrates on 
the medium till he has the know-how 
(and abilit) to keep costs down) of a 
specialist. 

One of Agnew's most unusual as- 
signments was construction of a set 
of talikng cigarette packages for a 
special commercial. He designed and 
built cardboard packs with mouths 
which could be opened and shut by 
hidden strings. He also handles more 
routine problems. For example, when 
still photographs are to be shown on 
the TV screen during a commercial, 
Agnevt orders the photographs, makes 
sure it contains the right tone values 
for TV. 

The man who's in charge of all ra- 
dio and TV copy is Peter Keveson. 
He and his assistant, Frank Buck, han- 
dle the entire writing load for the de- 
partment themselves. If necessarv, 
the)' can call on the space cop} depart- 
ment for extra writing help, just as 
Clark Agnew can draw on the space 
art department when he needs extra 
assistance. 

On mi account like Old Gold uhere 
the basic theme has been determined. 
Keveson s job is to work infinite varia- 
tions on that theme. When the client 
desires something special in cop\ treat- 
ment — an emphasis on a Xmas gift 
carton, for example — Keveson gets a 
special request down through the ac- 
count executive. 

Though Frank Daniel's job as time- 
buyer might seem self-explanator\ . this 
isn't the case. Everyone knows a time- 
buyer is a man who studies the radio 
needs of a client and the strong points 
of stations in order to make a wise 
purchase of time. Hut few people know 
what happens after the time has been 
bought. On a spot campaign, for ex- 
ample. Daniel has a continuing flow of 
decisions to make after initial schedul- 
ing is over. Stations are always writ- 
ing in to note that such and such a 
spot was not run at the regularh 
scheduled time and will Daniel accept 
an alternate time. Daniel has to decide 
then whether to take an alternate time 



or a refund. 

Sidney fferlzel, 



w Ik 



w oiks 



Daniel's assi.Mant in a tiniebuying ca- 
paviu . is also uAe\ ision budget con- 
trol man. lie sees to it that cost* for 
props and art work in T\ show?- and 1 
one-minute films do not go be\ond the 
allotcd figure. Ilertzel has an account- 
ing background, worked his wa\ up 
through the ageno accounting depart- 
ment. 

Another member of the department 
is Bernard McDermott, the traffic man- 
ager. Mssentallv. he'* the man who 
make? sure that things get where 
I hoy he going around the department. 
He sends memos to the copy writers I 
reminding them of commercials due. 
lie see- to it that commercial*, are put 
into the works on time, the works in- 
cluding a trip to the client for ap- 
proval and submission to the network 
41) hours in advance of broadcasting. 
He also ships recorded commercials 
out all over the country and hunts up 
l\ props. On occasion he's provided 
Frankenstein masks for a Hollow ecu 
commercial, old American engravings 
<i sprig of mistletoe, and a pair of rac- 
soon coats. 

To what extent is all of this activih 
and (In ision of responsibility at L&M 
tjpical? The members of the depart- 
ment themselves could give \ou a 
pretti good answer. Several of them 
have worked at one or more agencies 
other than Lennen & Mitchell. And 
all of them are agreed that there's no 
such animal as typical. Hut. whether 
Lennen & Mitchell's radio department 
is "tjpical'' or not. its activities cer- 
tainh pnn idc a good example of the 
basic techniques and procedures used 
b\ am agenc\ radio department in 
sending a client's radio dollars where 
thev will do the most good. 
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AM-FM 

Covers the Prosperous 
Greater Wheeling 
Market From 

BELLAIRE. OHIO 

Consult the Hooper Area Coverage 
Index, 3-County Area I949, and see 
how well WTRF covers the Wheeling 
(W. Va.) Metropolitan Marlet. To see 
how economically, 

See THE WALKER CO. Today 
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JTin{5Moo! 

YOU GET THE 
MOST FOR YOUR 
ADVERTISING DOLLARS 

ON 

WOW 

590-5000 WATTS 

WOW-TV 

CHANNEL SIX 
OMAHA, NEBR. 

John J. Gillin, Jr., Pres. & Gen'l Mgr. 

John Blair Co. & John Blair TV 
Representatives 
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Love is still Box-Office 

"Young Love" is that merry, warm-hearted 
comedy of college-vs. -marriage, with Janet 
Waldo and Jimmy Lydon scoring as a pair 
of star-crossed campus lovers. The hilari- 
ous complications of a secret student 
marriage have kept a big and growing 
audience howling for more. 

Billboard says: "a happy blend of . . . 
slick production . . . bright scripting." 



Cue says: "fun to listen to." 
Hollywood Variety says: "it's a winner 
. . . the kids can't miss." 

CBS says: you couldn't ask for a nicer 
show to go steady with, than this fast- 
paced, top-comedy CBS Package Program, 
from the able stable that put 
"My Friend Irma"and "Our Miss 
Brooks" in the winner's circle. 
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NO. 8 OF A SERIES 



UNITED STATES 

Relay Racing, - 

WHEC 
In Rochester 





WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 
Note WHEC's leadership morning, afternoon, evening: 





STATION 


STATION 


STATION 


STATION 


STATION 


STATION 




WHEC 


B 


c 


D 


E 


F 


MORNING 


43.0 


15.8 


10.1 


4.8 


20.2 


4.4 


8:00-12;00 Noon 














Monday through Fri. 














AFTERNOON 


34.4 


25.6 


9.2 


14.4 


9.2 


3.5 


12:00-6:00 P.M. 














Mondoy through Fri. 












Stotlon 


EVENING 


37.5 


25.5 


6.7 


9.1 


1 1.8 


Broadcasts 
(ill Sunsel 


6:00-10:30 P.M. 

Sundoy through Sot, 


OCTOBER -NOVEMBER 


HOOPER, 1949 


Only 



lafftit before doting time. 



BUY WHERE THEY'RE LISTENING: - 





N. Y. 
5,000 WATTS 



Representatives: EVERETT-McKINNEY, Inc., New York, Chicago, HOMER GRIFFITH CO., Los Angotos, Son Francisco 
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JINGLES 

I Continued from fm^c 27) 

and ( !hronie-J ohnson. erstwhile direc- 
tor of light music for the British 
Broadcasting Corp.. mulled over what 

I I le \ didn't like about radio, unani- 
mously agreed that il was soap-box 
I'Oinmeri ials. The public didn't seem 
to care for them, either. They derided 
to fit commercials lo music. After 
some failures they got in touch with 
Edgar Kobak, then with Lord & Thom- 
as. He saw the possibilities of their 
IVpsi commercial and gave them the 
green light for the now-famous 

Pepsi-Cola hits the spot, 
12-ounce bottle, that's a lot, 
Tuice as much jor a nickel, too, 
I'epsi-Cola is the drink jor you. 
This jingle, written before extensive 
surveys on the subject, managed to 
bullseye tin* majority of "likes" re- 
vealed by the current survey shown 
herein, and completed some 10 years 
later. In five minutes, the pair 
achieved a catchy tune with product- 
name-remembrance value, and a sales 
story in the bargain. 

Unlike the Pepsi five-minute miracle, 
these days little is left to happenstance. 



FOR NEW YORK'S 
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MARKET 

ALBANY 

TROY 

SCHENECTADY 
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• YOU omplete 

• COVERAGE and 

• PROMOTION and 

• SERVICE 

5000 Watts • 590 K.C. 
Ask 

THE BOLLINC COMPANY 




Weeks frequently are required for an 
analysis of the product's potentialities, 
the exact message it is expected to put 
across, whether it is to be delivered by 
a soloist or a chorus, the writing of 
the jingle itself. 

If the jingle is to advertise more 
than one product, its adaptability for 
a variety of jobs comes in for a thor- 
ough scrutiny. The choice of a tune, 
too. is subject to plenty of pros and 
cons. Public domain music has the ad- 
vantage of being free for the sponsor, 
and familiar to the listener. Yet. if it's 
too familiar, the listeners may never be 
able to associate it with a candy bar. 
a razor blade, or hair tonic. Or if he 
does, his pre\ ions knowledge of its de- 
lavs his new remembrance association. 
Conversely, it may require a time lapse 
for a new tune to catch on. It's a moot 
question, but most agency executives 
agree a good rule of thumb, in the 
realm of public domain, is to select a 
tune which strikes a familiar chord in 
the listener's memory, but doesn't 
bring; on recollections of a Christinas 
with Grandma. 

To demonstrate the extreme versa- 
tility of singing commercials, SPONSOR 
has analyzed a number of randomly - 
seleeted network, spot and local shows 
which have won listeners' approval 
and have increased sales. 

Chase & Sanborn's new jingle for 
Instant Coffee thrives on humor: 

for belter tasting Instant Coffee, 

Look for Chase & Sanborn on the 
lid. 

For what Mr. Chase didn't know 

about coffee. 
Mr. Sanborn did. 

So sold on singing commercials is 
huge Standard Brands, which used to 
sponsor such lavish programs as Major 
Bowes, Edgar Bergen & Charlie Mc- 
Carthy, Eddie Cantor and One Man s 
Family, that a year ago it shifted to 
spot broadcasting exclusively , and uses 
jingles for Royal gelatin, Koyal pud- 
ding. Blue Bonnet oleomargarine and 
Chase & Sanborn coffee. 

Several months ago. Bristol-Myers 
staited a spot campaign for Vitalis. 
\ccording to its agency. Doherly. 
Clifford & Shenfield. "we decided on 
jingles beeanse wo felt that to get 
across to men the importance of look- 
ing well-groomed and attractive, wo 
needed an approach which would be 
I entertaining, and still have an emo- 
tional appeal. ' The theme, "Every 
| jane and Judy and Alice, goes for guys 
| who use Vitalis.'" sung by a mixed 
quartet, subtly sots up a sex angle not 



only through the words, but by having 
the female voices come out strong at 
psychological moments. 

The Vitalis jingles were spotted in 
as many participating programs as 
possible to take advantage of an al- 
ready conditioned audience. The cam- 
paign started on 40 stations. Each lo- 
cal M.C. was supplied with the tran- 
scribed 30-second jingle, plus straight 
accompany ing Copy . 

Pleased enough with results to up 
the station total to 60 (and contem- 
plating more in the near future) 
Doberly, Clifford & Shenfield is still 
experiment-minded. Within the past 
several weeks it made up, and is cur- 
rently using, a 55-second transcription 
which starts with the jingle, goes into 
brief copy, and ends with the jingle. 
The initial five seconds are devoted to 
lead-in copy by the announcer, who is 
supplied with a number of suggested 
lines so he may select the one best suit- 
ed to his personality and sty le. 

The singing-talking commercial tech- 
nique, which won audience approval in 
the survey shown on these pages, is 
represented in the majority of the ex- 
amples discussed here. By sandwich- 
ing the sales talk between jingles, the 
advertiser loses little of his listeners' 
interest and good will, gets his mes- 
sage across, still remains part of the 
program. 

Exponents of the boy -girl technique 
are Lanny and Ginger Grey, who have 
been jingling fas composers, lyricists 
and talent) since 1939 for sueh di- 
verse products as razor blades, depart- 
ment stores, hats, cold remedies, tea, 
noodle soup. "We've written and sung 
more commercials for more accounts 
than we can remember.' says Mr. 
Grey, "bnt there's one thing we never 
forget. Inevitably, one phrase of a jin- 
gle remains in the listener's memory, 
just as in a popular song. We make 
certain thai phrase contains the name 
of the sponsor. And when people say 
some products don't lend themselves 
to jingles, we can't go along. 

A toj) Grey account is the Sattler De- 
partment Store in Buffalo. They hadn't 
been able to lick their advertising prob- 
lem via printed media. Consisting of a 
motley collection of small adjacent 
stores as the firm expanded, it had 
never been able to attract customers 
from the wealthy side of the tracks. In 
1941, Lanny ami Ginger went to work 
for Sattler over several Buffalo sta- 
tions with a catchy jingle that ended 
with the recommendation: "go to 99<°> 
Broadway . . . today." (The latter de- 
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livered in Ginger's softest tones.) 

After a year. Sattler's thought the 
public was tired of the jingle, rated a 
change. They thought wrong. After a, 
brief interlude during which the duo 
sang an assigned jingle, public opinion 
brought the old favorite back. In four 
years, hitching 12 basic verses to the 
familiar tune, it brought Sattler's dol- 
lar volume from third to first plaec in 
the Buffalo area. Today the clientele 
buys mink coats along with bargain 
basement items. 

In VM%\. Sattler's moved into their 
new store, complete with air condition- 
ing and the only escalator in Buffalo. 
The store management credits its radio 
advertising With making the, expan- 
sion possible, calls Sattler's "the store 
that jingles built." Lanny and Ginger 
are currentlv aired 102 times weekb 
over WBNY. WEBR, WGR, WKBW 
and WREN. 

Until this past summer. Rheingold 
Brewing Company used radio only on 
a sporadic schedule to plug such events 
as its Miss Rheingold contest. At the 
end of the prolonged New York beer 
truck drivers strike last June, the v 
needed a major advertising push to 
remind consumers the drought wa c 
over and get them to thinking pleas- 
antly in terms of their product. Ajrenc^ 
Foote, Cone & Belding created a jingle 
"My beer is Rheingold, the dry beer." 
a tune with an infectious swing. Thi= 
was aired in New York bv Rheingold 
and throughout New Ensland. New 
Jersey, Pennsylvania and Virginia for 
local airinss via transcription bv 
Rheinsold distributors. 

Philip Liebmann. Bheingold's vice- 
president and ad manager, is so im- 
pressed by the job done by jinsrles for 
a specific purpose that the radio cam- 
paign now being planned will depend 
on them 100 per cent. During 1950. 
for the first time in the company's 
long history, radio and TV will be 
used on a weekly schedule. 

Another beer concern which has 
chalked up singular success with sing- 
ing commercials is the Red Top Brew- 
ing Company. Jingles have plugged 
Red Top beer and ale, for 12 years. 
Barbarossa beer for 10 years. Chains 
breaks and spot programs have ap- 
peared on more than 225 stations in 
150 markets located in 21 states, and 
it is estimated that more than 5Ji,000 
singing commercials are broadcast 
each year, well supported by newspa- 
pers, posters, window steraniers, and 
promotional letters. Large segments of 
the population can recite "All I hear 



is Red Top Beer." "Every sale is Red 
Top Ale,'' and "All 1 know, sub, is 
Barbarossa. ' 

The American Chicle Co. has devel- 
oped its own distinctive form of sing- 
ing commercials over a 10-year period. 
Its lyric style is so linked with the 
sponsor that imitators run the risk of 
giving a free plug to Adams Clove, 
Bee-man's Pepsin, Chiclets, Dentyne, 
Black Jack, Sen-Sen or Wild Cherry 
chewing gum. Here's an example: 
Solo: You're all invited to the 
Dentyne quiz, 
Do yon know how good this 
chewing gum is? 



Voice: Lasting flavor? 
Solo: You're not niissin! 
I oice: So delicious — 
Solo: Right! Sow listen 

Chew some Dentyne Gum 

each day, 
Helps keep teeth white 
breath okay! 
Some )ears back, American Chicle 
occasionally tested its singing commer- 
cials against news and musical pro- 
grams of all kinds. Once they had 
their answer, the company devotes its 
entire radio budget to selling via jin- 
gles. The 19 10 budget was bigger than 
ever before; indications are it will be 



SOUTHWEST VIRGINIA'S l'iO*US&l RADIO STATION 
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There's an extra punch in your 
advertising dollar on WDBJ! 
To demonstrate, look at these 
Promotion figures for the Fall 
Campaign (Aug. 21 -Nov. 21): 

Newspaper Ad Lineage 19,617 

Newspaper Publicity Lineage. 2,160 
Spot Announcements . . . . 525 

"Biggest Show" Spots 

Daily Feature, 8:45-9:00 AM) 624 

Downtown Display Windows 11 
plus trailers, dealer cards and letters'. 



WDBJ's potential audience is over a million 
people who spend almost a billion dollars yearly. 



WDBJ 



CBS • 5000 WATTS . 960 KQ 

Owned and Operated by the 
TIMES-WORLD CORPORATION 

ROANOKE, V A . 
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FREE & PETERS. INC.. National Representatives 



2 JANUARY 1950 



53 



upped in 1950. 

The Chateau Martin Wine Co. de- 
rided on a single identifying jingle 
personality when it launched it? radio 
campaign in 1935. When "Gaston, 
the suave, sophisticated Frenchman 
wa- introduced to listeners. Chateau 
Martin was selling L5.000.0QO bottles 
of wine \earlv. Today, with an annual 
ad budget of $250,000 (of which two- 
thirds is devoted to radio), the com- 
pany sells about 43,000,000 bottles 
\earh. Chateau Martin's general sales 
manager. Maurice Creenberg attrib- 
utes the marked increase to ''Gaston, 1 
who additionally appears in all the 
company's newspaper and billboard 
advertising. 

P & G's Duz is an apt example of 
the painstaking lengths to which jin- 
gle-users go to make the commercial 
do a dual job. fit the product to a '"t". 
be human and interesting. The Duz 
song came into being four years ago 
through an effort to harness the "Duz 
does ever\ thing" slogan to the rhyth- 
mic, sudsy "slosh-slosh'" of a washing 
machine in use. 
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Compton Advertising tried 3<°> ex- 
|)eriments involving different depths of 
water, quantity of suds, and size of 
clothes loads before the effect was oh- . 
tained. and the four-line "Samba ' ver- 
sion created. As soon as it was put on 
its nighttime program ("Truth or Con- 
sequences") and its current daytime 
network serial ("Guiding Light" I . 
brand identification shot up. More 
important was an "extremely notice- 
able sales increase which has held up 
steadih ." 

Kducated originators and sponsors 
of jingles agree that the) must not ir- 
ritate the listener. On that premise. 
Sachs Quality Furniture has been 
breaking all the rules — unless you ex- 
amine the switch used, and the rules 
themselves. 

The company sponsored its first 
radio program in 1925, a musical 
broadcast built around the Three Lit- 
tle Sachs trio which ran for 6.300 con- 
secutive performances. Shortly after 
the show started, the company devel- 
oped the idea of jingles to supplement 
its regular radio advertising. These 
commercials stressed fas they still do) 
the store phone number. Newspaper 
ads prominently displayed the number. 

To increase business for its slip- 
cover department, Sachs conceived a 
take-off on the crab hawker in Porgv 
and Hess. In the jingle the actor shouts 
"/'//; taivkin about Sachs, I'm taivkin 
about Sachs." But here's the switch in 
the rule: After irritating the audience 
beyond mortal forebearance. the com- 
pany is smart enough to capitalize on 
the reaction. The jingle is interrupted 
by machine, gun fire followed by: "We 
shot him and we're glad. We're the 
Three Little Sachs, and he's been driv- 
ing us crazy, too. Come to think of it. 
Sachs Quality slip covers are something 
to shout about." etc. 

Crgo. listener and the Three Little 
Sachs are brought together in mutual 
understanding, and a chuckle, and 
Sachs' slip-cover department is doing 
more than SI .000,000 business an- 
nually. 

Most successful of the jingles is 
"Chitquila Banana," Prated Fruit 
bonanza which is equally successful in 



ling bananas. 



instruct!!!} 



listeners 



in their care and preparation, and in 
lending a baud to starving kids abroad. 
I Fs entire spot campaign on occasion 
has sold nothing but good-will, relief 
from famine. As this was being writ- 
ten, Chiquila was worried about the 
Now York water shortage. So I F was 
recording a new verse along these 



lines: "Here's Chiquita to say some- 
thing we should remember each day. 
Our H 2 0 supply is getting very low. 
Don t use water, unless you think you 
oughter." 

Possessed of a very definite person ' 
alit\. sense of humor, and philosophy, 
Ch iquita is a reflection of United 
Fruit's thinking as exemplified b\ 
Partridge, who ha* been with the firm 
nearly 35 years. "I'm having so much 
fun with Chiquita Banana.'" he sa\s, 
"that if I bad an independent income, 
I'd do this job for the sheer love of it. 
We aren't just trying to sell bananas 
in place of some other fruit; we're 
trying to do a job for the entire fruit 
industry." 

Thus, Chiquita often sings about her 
new bean, "Johnny Apple." plugs Kel- 
logg's Corn Flakes as a wonderful com- 
bination with bananas. And no one 
laughs harder than United Fruit at 
Chitquita's cartoon appearances, and 
the numerous lampooning versions of 
the jingle. 

Written by Garth Montgomery, lyr- 
icist, and Len Mackenzie, composer, 
in 19-14 the sponsor and agency imme- 
diately went overboard for it. It took 
six months for the public to follow 
suit, but when it did, the attachment 
became ardent and lasting. The jingle 
has been played by the Boston Sym- 
phony, commented on by Time maga- 
zine, and featured in a sermon at the 
Fuclid Avenue Baptist Church. As a 
technicolor 80-second film, it has been 
shown in nearh 100 motion picture 
houses, many of which would never be- 
fore accept a commercial film. Recent- 
ly, it made its TV debut — an event of 
such proportions, and one requiring 
such an unusual omount of previous 
groundwork that it will be dealt with 
in detail in the second part of this ar- 
ticle, devoted to singing commercials 
on video. 

The history of "Chiquita Banana" 
is so replete with production problems 
and their solution, with the concep. 
tion and workings of a highly inte- 
grated advertising philosophy, with 
human-interest value closely paralleled 
by fundamental working value, that it 
will be the subject of an entire SPONSOH 
article in a forthcoming issue. * * * 
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RAILROADS 

(Continued from page 31) 

week series of Burton Holmes film 
travelogs on three video stations. The 
Milwaukee Road, however, regards its 
eight-year sponsorship of 15-minute 
newscasts over some 25 on-line sta- 
tions in the Northwest, as a hasic part 
of its advertising program. 

A recent convert to hroadcasting is 
the Lackawanna which on 15 Novem- 
ber began a schedule of one-minute 
musical announcements in 20 on-line 
cities to help introduce the new stream- 
lined train "Phoebe Snow." J. Hamp- 
ton Baumgartner, public relations man- 
ager, said: "While this is our initial 
venture into radio, we regard it as a 
primary part of our advertising pro- 
motion in support of the "Phoebe 
Snow." In all probability we shall con- 
tinue to use radio after this special 
campaign has been concluded." 

Among consistent sponsors of news- 
casts are the Chicago & North Western 
and then Denver & Rio Grande. Both 
radio and television are major factors 
in Boston & Maine advertising. 

On the other hand, although ;'ie 
Chesapeake & Ohio was a regional 
sponsor of Information Please on Mu- 
tual from 26 September. 1947. to 25 
June, 946 (when Robert R. Young was 
stirring up public opinion to influence 
the Interstate Commerce Commission 
in letting him exercise his "working 
control" of the New York Central), 
it has done no air advertising since. 
In fact, C&O's entire advertising pro- 
gram has been sharply reduced this 
year. 

The biggest share of the cost of The 
Railroad Hour falls on such leading 
roads as the Pennsy, New York Cen- 
tral, Union Pacific, Santa Fe and 
Southern Pacific. But even including 
them the average cost for all 134 roads 
is only $7,463 a year or $146 a broad- 
cast — which is certainly less than any 
of them pay to print timetables. 

Featuring Gordon MacKae. baritone, 
and a different female star each week, 
the series consists of a streamlined ver- 
sion of operettas and musical comedies 
with well known guest singers. 

The AAR and its members promote 
the program in various media—includ- 
ing car cards, dining car menus, pos- 
ters, envelope stufTcrs. tag line- in AAR 
magazine advertising, employee maga- 
zine features and ads, timetables, and 
announcements on terminal public ad- 
dress systems. 



Of the four consecutive shows on 
the NBC "Monday night of music," 
the latest Hooperatings give Railroad 
Hour 9.6, as against 8.1 for Voice of 
Firestone, 6.3 for The Telephone Hour 
and 5.0 for the Cities Service Band of 
America. 

To learn what type of listeners the 
show was attracting, AAR last March 
(when it was on ABC) offered a 64- 
p a g e question-and-answer booklet 
about railroads, entitled "Quiz." It 
brought 37,753 requests. Subsequently, 
repeated briefly at the end of seven 
broadcasts, the number rose to 49,383. 

Analyzing the response, the AAR 



found that, although no comment was 
requested, 7,241 wrote favorably of 
The Railroad Hour. There was only 
one unfavorable comment. Sixty-four 
per cent of those who replied were 
men, 25 per cent women, 8 per cent 
children, and the rest not identifiable. 

The Chicago, Milwaukee, St. Paul 
& Pacific, better known as "the Mil- 
waukee Road," has long used radio as 
a basic part of its advertising program, 
reports C. C. Dilley of Chicago, adver- 
tising agent (manager). 

"Our earliest exeperience was with 
live and recorded one-minute announce- 
ment," he said, "but for the past eight 
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IT TAKES WBNS TO RING CASH 
REGISTERS IN CENTRAL OHIO— 

In and around Columbus in central Ohio are 163,550 families 
who loyally keep their radios tuned to WBNS day and night. 
They have learned by a quarter of a century of listening that 
they can believe what they hear on WBNS. This marlcet is not 
only thoroughly covered by WBNS but there is the extra bonus 
of program duplication on the affiliated FM station WELD. That's 
why advertisers who wish to do a complete and profitable selling 
job in central Ohio naturally select WBNS as their principal 
radio medium. WBNS has a long list of both local and national 
advertisers who consistently broadcast their sales messages over 
this station for year after year to the tune of sweet music on 
the cash registers. 

ASK THE LOCAL ADVERTISERS 
ABOUT WBNS . . . THEY KNOW— 

The local merchants know from experience what radio station 
pulls returns and which one does not. They get together. . 
They compare notes. ... So ask Roger Jewelers, Carlile Furni- 
ture, Hanna Paint, Capital City Products Company, Reubens 
and dozens of others here in Columbus. Many of them will tell 
you that they have been using WBNS for twenty-five years and 
each one will testify that this station always brings in the cus- 
tomers and does the job at low cost too. 

YES, AND ALSO ASK THE NATIONAL 
ADVERTISER ABOUT WBNS — 

National advertisers do not spend their money wildly. They test 
and retest before embarking upon a campaign. . . . And here in 
Central Ohio the field tests supported by Hooperatings prove 
that WBNS has the audience which does the buying. That's why 
more national advertisers use WBNS than 
any other Columbus station. 
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years our major use of radio has been 
15-minute newscasts on on-line sta- 
tions" -currently 25 of them. Com- 
mercials are devoted primarily to train 
service, such as the "Hiawathas." But 
some are institutional: some promote 
lesser-known departments of the rail- 
road, such as the agricultural, mineral 
and industrial departments. Others dis- 
cuss freight service, or tax problems: 
special trains and conducted tours, or 
new stations or other local improve- 
ments. 

"Our radio advertising, except for 
a series of announcements in Alaska." 
Mr. Dilley explained, 'Ms on a once-a- 
week. year 'round basis, with the day 
and time chosen to reach an audience 
of both men and women." Other adver- 
tising is used to support radio pro- 
grams only when the railroad changes 
stations or newscasters. 

Although the Southern Pacific lias 
had considerable experience with ra- 
dio, it has done "very little" with it in 
recent years, replied Fred Q. Tredway 
of San Francisco, general advertising 
manager. 

"Before the war for several years 
we put on several types of programs, 
-dramatic and then audience partici- 



FIRST 
AGAIN! 

Sunday afternoon tele- 
vision programming has 
been started by KDYL- 
TV, marking another 
"first" for Salt Lake 
City's first television 
station. 

In 1950 — to tap the 
rich Salt Lake City 
market — remember 
these powerful selling 
twins, KDYL and 
KDYL-TV, always out 
in front. 
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pation- -in Los Angeles, "getting SP 
executives there were pleased with the 
programs and "felt they were helpful 
in a promotional way, although we 
could not get any definite indication 
in dollars and cents." A high propor. 
tion of SP passengers had heard them. 

During the war the railroad spon- 
sored a half-hour dramatic program 
over Mutual — Don Lee to recruit la- 
bor. Hooperatings ranged from 5 to 9. 
For a year after the war's endn the 
SP continued to sponsor the show, for 
traffic promotion. 

"Although we had a very good au- 
dience" throughout the entire period." 
Mr. Tredway pointed out, "we got very 
little reaction in definite sales or from 
offers of booklets or similar material. 
. . . We regard radio as a good back- 
ground medium for onr other adver- 
tising. . . . We feel that spot radio is 
the most effective for our purpose, and 
particularly good when anouncing a 
new service, a new train, ete." He ad- 
mitted, however, that as "sporadic 
user," the SI* has had trouble in get- 
ting good announcements. 

The company's radio programs have 
been promoted in newspaper, outdoor 
poster, window display advertising and 
newspaper publicity. 

A more consistent announcement is 
the New York Central, which has used 
one-minute radio announcements for 
three years. About 15 announcements 
are scheduled weekly in Boston, Chi- 
cago. Cincinnati. Indianapolis, St. 
Louis, Springfield. Mass., and Wor- 
cester. 

The announcer devotes about 15 sec- 
onds to straight weather reports prior 
to the commercial, the bridge into 
which is: "But it's always fair weather 
on the 'Mercury' and 'Twilight' " — or 
the "Southwestern Limited," or some 
other train. The announcements also 
have been used for all-expense tours 
and excursions. 

The Central's broadcast eflorts. said 
Harry W. Frier, account executive 
at Footc. Cone & Holding. New York, 
are "100 per cent passenger traffic and 
not 'institutional'." Broadcasting is re- 
garded as an "essential" but "not nee 
essarily a primary part" of the adver- 
tising program. Announcements are 
emplmed because they provide "flex- 
ibility in localizing our me-sage." 

Since last April the New York Cen- 
tral has sponsored a scries of six one- 
minute filmed television announce- 
ments a week on \ew York City sta- 
tions. Nine different ones feature 



trains, coach service, overnight service, 
resorts. 

The railroad considers the TV effort 
as "experimental. It is virtually impos- 
sible to trace any direct results to it." 

The Atchison, Topeka & Santa Fe 
uses announcements "occasionally." re- 
ported A. A. Dailey. Chicago, general 
advertising manager. "Those occasions 
are when we want to put some extra 
promotion behind some of our service 
in a particular community where sales 
are dropping off." The announcements 
are broadcast several times dailv for 
two or three weeks. "So far this year 
we have used spots in three different 
areas." LJsually these are scheduled in 
conjunction with newspapers — "and 
the combination usually helps boost 
sales." He could not say which of the 
two media does the better job. 

The Denver & Rio Grande Western 
sponsors a morning newscast in Den- 
ver, an evening one in Salt Lake City. 
Both are three times a week. In addi- 
tion, during the skiing season, the 
D&RGW uses announcements on disk 
joekey shows, to attract teenagers, 
and on evening news shows, to reach 
adults. Ninety-five per cent of the 
commercials, said Malcolm T. Sills of 
Axelsen Advertising Agency, "pro- 
mote specific passenger trains and 
special excursions, 3 per cent are in- 
stitutional, and 2 per cent promote 
freight business. The R&RGW devotes 
about 5 per cent of its annual budget 
to radio. It promotes the radio pro- 
grams in window displays and in 
footnotes on outdoor advertisements. 

Ski special commercials, are re- 
sponsible for the majority of ski-train 
sales. The road could not measure 
accurately the response to newscast 
commercials, "but comments to ticket 
agents and officials indicate that they 
are effective." 

The Chicago & North Western re- 
ports only one broadcast program, 
the "400" Hour, an early-morning 
newscast over WON, Chicago. The 
railroad, however, has sponsored it 
for more than 10 \ ears— which may 
be a record for railroad consistency 
on the air. Several years ago, when 
the QN'W announced its intention of 
discontinuing the show, so many lis- 
teners complained that it was con- 
tinued. 

"Radio has alwa\s been closely 
linked with the Boston & Maine in its 
advertising schedules." replied George 
11. Hill of Boston, publicity manager. 
"The B&M was one of the first roads 
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to use radio for public relations. The 
jingle "Timetable Mable" was com- 
mercially scheduled more than 500 
times, and became so popular that it 
was printed in sheet music, chosen by 
listeners as one of the most pleasing 
radio commercials." 

The B&M has now jumped into 
television. On 30 December, 1948, it 
started the Boston & Maine Winter 
Sports Special. Featured each week a 
different on-line sports area and a talk 
by a representative of that area. The 
stage set was the interior of a ski 
lodge. After the talk, a 150-foot film 
showed the area and skiing conditions. 

Its next TV venture was the Boston 
& Maine Railroail Show. On-the-spot 
films featured different railroad opera- 
tions, and an official discussed them. 
During this 10-week series viewers 
"rode" the cab of the "Kennebec" ex- 
press from Boston to Portland. An 
offer of a set of photographs of this 
run, made on two shows, brought in 
1.500 requests. 

Last fall the B&M went into TV 
again with a 13-week series featuring 
New England cartoonist Francis Dahl, 
known for his good-natured ribbing 
of Bostonians. A Dahl family romps 
through situations in B&M cars. Com- 
mercials are Dahl cartoons. 

Since Earnest Elmo Calkins wrote 
the first "Phoebe Snow" jingles for 
newspaper ads, 40 years ago, the Dela- 
ware, Lackawanna & Western has been 
jingle-conscious. But it did not put 
jingles on the air — in fact it didn't 
get on the air at all — until the new de 
luxe "Phoebe Snow" began the New 
York-Buffalo run on 15 November. 
1949. 

Then a series of three to six sing- 
ing commercials a week, scheduled for 
13 weeks, proclaimed: 
"The new 'Phoebe Snow' 

The streamliner queen. 
The new 'Phoebe Snow' 

It rides like a dream, 
Oh the new 'Phoebe Snow' 

Is stealin the show 
The fastest, safest, smoothest ridin 

Way to go! 
"Deep-cushioned seats 

A wide-window view . . . 
A roomy Lounge-Car 

Just waitin for you. 
The food is divine 

And you'll be on time, 
So go Lackawanna 

On the 'Phoebe Snow' 
New York to Buffalo— Phoebe 
Snow!" 



TV SURVEY 

l Continued from page 33) 

rodeo from Madison Square Garden. 
The World Series broadcasts came dur- 
ing the month covered by the survey 
reported here. 

Gillette commercials include both 
live comments by announcers and film 
spots with a demonstration of some 
kind. Philip Morris offers their com- 
mercial via CBS-TV's Candid Camera 
(Monday 9-9:30 p.m.) and Ruthie on 
the Telephone (every night except 



Wednesday and Sunday, 7:55-8), and 
ten filmed spots weekly on WABD and 
WNBT. 

Chesterfield commercials presented 
via Arthur Godfrey and His Friends 
(CBS-TV) and Chesterfield Supper 
Club (NBC-TV) not only had a good 
liking score in this survey, as they did 
in the Starch report for the same pe- 
riod, but weren't far behind the Old 
Gold pitches in winning new users. 
The question of how long such new 
users remain "loyal" to the brand is. 
of course, a subeot for further inves- 
tigation. 
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It is obvious that other factors are 
at work besides liking or distliking a 
commercial to account for its power 
to move products. Otherwise the buy- 
ing curve would closely parallel the 
attitude curve. Another important fac- 
tor is the memory value of the com- 
mercial. No attempt was made by this 
survey to check this factor. But the 
Starch studies reveal that high memory 
value of a commercial does not nec- 
essarily coincide with either liking or 
the "brand aeeptance" of a product. 

In Starch's terminology, "brand ac- 
ceptance" refers to a person's attitude 
toward buying a product. It is ascer- 
tained by querying a sample of both 
viewers and non-viewers as to which 
of several brands they would purchase 
if they were going to buy. The differ- 
ence (if any) between the preferences 
of viewers and non-viewers represents 
the "brand acceptance'" figure. 

An ingredient even more important 
in a commercial than liking and mem- 
ory value is its belicvnbility. Format, 
content, presentation of a commercial 
may be pleasing to a subject, even 
though he disbelieves or doubts the 
truth of specific statements or claims. 

A commercial may be entertaining 
—or not — and this will strongly af- 
fect its like or dislike rating. This is 
naturally important in so far as the 
entertainment value may be important 
in getting and holding attention. The 
results of this survey, as has been in- 
dicated, reveal that well-liked commer- 
cials aren't neccssarih good sales 
tools. 

Action-getting components of a com- 
mercial were studied comprehensively 
in the last war by Capt. Horace 
Schwerin for the V. S. Government in 
the interest of its conservation pro- 
gram. 

Schwerin I now head of the qualita- 
tive research firm bearing his name I 
and his associates discovered that be- 
lievability, along with meinon value 
and likability were most important in 
moving people to action with a sales 
argument. Believabilit\ turned out to 
be most important of the three. These 
elements are expedient checking points 
for commercial cfTeclheuess in lien of 
shadowing pro-perls to see what they 
do after being exposed to a sales talk. 

Nobody shadowed members of the 
TV Critics Club, who took enthusias- 
tic advantage of their chance to talk 
about TV programs and gi\e other in- 
formation. But the American Man- 
agement Counsel did the next best 



thing. They asked viewers what prod- 
ucts they had actually purchased as a 
result of watching television. 

Food products accounted for $9.1% 
of all products first purchased be- 
cause of TV. Lipton products, plugged 
by Arthur Codfrey on Talent Scouts 
(SBS-TV). alone accounted for 31.9% 
of all new brand purchases in the food 
category. 

Godfrey s commercials are general- 
ly conceded by the public and the 
trade to be both entertaining and 
credible. This latter quality, of course, 
springs largely from the effect of sin- 
cerity possessed by Godfrey in so re- 
markable a degree. The fact that to 
most Godfrey listeners his commercials 
are entertaining also shows up in the 
high liking score seen in the table ac- 
companying this article. 

Kraft products were second to Lip- 
ton with 10.9%. They are plugged on 
the NBC Television Theater. Except 
for Hi-V orange juice with 5.2% and 
Borden products with 4.9%, ten other 
products named had under 3.0% of all 
those whom television influenced to 
buy new food brands. 

Texaco products, plugged on the 
Milton Berle show by the famous Tex- 
aco products, plugged on the Milton 
Berle show by the famous Texaco 
pitchman, accounted for 51.6% of 
auto accessories purchases: Auto-Lite 
garnered 27.4% . 

The table of likes and dislikes 
shown at the head of this article was 
limited arbitrarily to those commer- 
cials mentioned a minimum of by 35 
respondents. Most disliked of all com- 
mercials in that table were those of 
Whelan Drug Co.. on DuMont's Satur- 
day night Cavalcade of Stars. 

Main reason given was that com- 
mercials interrupt the show too fre- 
quentlv. Those commercials - are filmed. 
Another gripe was the manner in which 
the camera picked up the m.c. right 
ill the middle of souk? business being 
enjoied b) the studio audience. View- 
ers feel they're missing something. 

Despite the fact that 89 out of 92 
\ iew erg disliked the Whelan commer- 
cials, one of their advertised products 
ranked fourth on the list of products 
in all categories first bought because 
of TV influence. The item is Heed, a 
deodorant. It was outranked onl\ by 
Tide and Lipton products. 

Se\cral exceptionally well-liked com- 
mercials (note chart heading this 
story) did not influence enough of 
the sample (ten or more) to make the 



list of those products purchased by- 
members of the Critics Club sample 
for the first time. This list was pub- 
lished in part one of this series. 

Among these brands are Chiclets, 
BVD. Ballantine and Speidel. The 
selling has to appear credible in or- 
der to get action. Nobody vet has 
been able to lay down specific rules 
for achieving this precious quality. 
Each product and situation seems to 
require highly individual treatment. 
Schwerin Research Corp., as well as 
the research departments of McCann- 
Ericksen and other agencies, has done 
work in this field. 

It will be noted that Cillette com- 
mercials are disliked more than liked, 
yet they were highly effective in com- 
petition with competitive commercials, 
moving 75.0% of those who said shav- 
ing accessories commercials influenced 
them to buy. 

In most product categories, one 
brand strongly dominated all others in 
the sample's report on commercials 
that made them first try the product. 
It is also interesting to note that the 
Starch "brand acceptance" for prod- 
ucts common to both lists (tested dur- 
ing the same period) finds most prod- 
ucts in the same relative rank as they 
appear on the TV Critics Club report. 

Among hair preparations Wildroot 
led with 48.1%. Vaseline was second 
in the group of seven with 22.2%. 
Colgate topped tooth pastes with 
37.4%. 

Next to Tide's overwhelming 76.2% 
came Ivory with only 8.4%. Among 
coffees Sanka dominated in similar 
fashion with 80.0% to it"s nearest com- 
petitor, Maxwell House (both Gen- 
eral Food products) with 10.0%. 

While Candies were closer bunched, 
Nestle's with 33.3% was exactly three 
times stronger than its nearest rivals. 
Mason. Musketeer, and Bonoin's, each 
with 11.1%. 

Among eight beers. Ballantine led 
the parade with 43.5% to Schaefer's 
30.0% and Rheingold's 10.0%. 

General Electric appliances, with 
24.21 exactly doubled We^tinghouse 
with I2.1 r <. These percentages are all 
based upon the total number of re- 
spondents who bought in a specific 
product group as a result of TV com- 
mercials. 

The unusual dominance of a single 
brand in so many product categories 
calls for careful analysis to discover 
what relevant factors weigh most heav- 
ily in this result. It seems clear that 
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much more work needs to he done on 
the factors that make a commercial 
credible. If the viewers believe the 
advertising claims advanced on tele- 
vision — it may not be so important 
whether the commercial is entertain- 
ing. * * * 



GREATER LOUISVILLE 

(Continued from page 29) 

The Greater Louisville Association 
started advertising almost as soon as 
they set up their adding machines. 
Even in the earliest days of the com- 
pany Flexner believed in it strongly. 
"If we are consistent in the things we 
stand for and offer, the citizens of this 
area will benefit by taking advantage 
of them. But we must get the word to 
them." 

The Association first took its story 
to potential customers through the 
newspapers. And they used them con- 
sistently. Although newspapers ha\e 
to share 25% of the company's adver- 
tising budget with bus cards, there has 
been a Greater Louisville ad in The 
Courier Journal and The Louisville 
Times every day for the past 25 years. 
But almost as soon as radio made an 
appearance, the Association turned to 
it as a way to sell goods. 

"I remember that I was interested in 
radio even back in the days when I 
used to listen to my crystal set — giving 
out mostly noise with, once in a w hile, 
a faint voice or a little music. Hut as 
reception improved, I began to think 
thta may be others with radio sets were 
just as much interested as I. I thought 
that if I could explain to these people 
what our association offered in the way 
of safe investment of their money, and 
an economical home loan, that I could 
do a real selling job for our organiza- 
tion." 

Flexner suited the action to the 
words and the Association went on the 
air for the first time on New Year's 
Eve, 1925 — with a full-length presen- 
tation of the opera Faust. The pro- 
gram took two hours and was the first 
opera heard over the air in Louisville. 
Although Greater Louisville added oth- 
er programs shortly afterward, it main- 
tained the two-hour monthly show for 
several years. 



Even in those early days, Flexner 
was sure of his medium. "There was 
a good deal of trial and error. We had 
to learn by experience what would 
click and what would not. Much of 
the criticism we received would have 
made an advertiser give it up as a had 
job — the imitations snakes we used to 
get through the mail, for instance. But 
what kept us on the. air trying to sell 
our wares, was the lact that our busi- 
ness was increasing by the day. and 
so many of our customers mentioned 
the fact that they had heard about us 
on the radio. I knew 1 had found a 
medium that would get the story of our 
institution into every nook and cor- 
ner. 

By 1927. after two years of radio, 
the company had $3,000,000 in re- 
sources. It moved into larger quarters 
and, when radio itself was only a few' 
years old. set up its own broadcasting 
studio in the new building. In that 
year too, they started the collection of 
a music librarv and added the half- 
hour children's show to their schedule. 

In their years of radio advertising, 
Greater Louisville has adapted its com- 



mercials to changing times and their 
own problems. During the 1937 flood, 
the company continued its broadcasts 
on batteries, and eliminated all the 
commercials from its programs. In- 
stead of commercials, Flexner broad- 
cast reports of the flood, news of miss- 
ing persons and messages of encour- 
agement. The good-will impact of this 
measure was proved by the stream of 
requests for Flexner's talks that were 
received after the flood. During the 
war. too, commercials plugged saving 
for postwar home building and the 
buying of war bonds. 

Today, Flexner's commercials have 
settled down to a pattern that combines 
institutional and direct-selling copy, 
related closely to whatever aspect of 
the business needs a lift. The first ten 
days of each month, for instance, are 
used to plug investments; because 
money invested during that time starts 
earning interest as of the first of the 
month. Of late, Flexner has also begun 
a system of dedicating musical num- 
bers to customers. A piece of music is 
dedicated to a recent investor, for ex- 
ample: his name is not given, but the 
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Referring to building li?ts for spot radio cam- 
paigns, one important .Media Director says: 

"I check STANDARD rate on everything in it about 
the stations in the markets we've selected. Then I 
check the station reps. 1 check the surveys on 
number of homes that listen and I also look into 
lhe listenership ratings." 

It's a nerve-racking job, isn'i it, when you can't gel 
lhe data you want. Or when it takes too long to 
get ii. Many stations are making it easier by run- 
ning Service-Ads that supplement and expand the 
data in lheir suds lisiings. The K1I.MO Service-Ad 
shown here, for instance, offers a new survey agen- 
cies and advertisers will want. Other Service-Ads 
give other kinds of information that helps buyers 
buy. Walch for lhem when you're lining srds. 
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NOW AVAILABLE! 

SEE KHMO FOR NEW SURVEY 
COVERING LISTENING HABITS 
IN 38' COUNTIES OF MISSOURI, 
ILLINOIS and IOWA 
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This Service-Ad appears for your 
convenience near the KIIMO list- 
ing in srds Radio Section. 
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town he lives in is mentioned. Flexner 
finds that these dedications are notice- 
ably followed by the arrival of addi- 
tional customers from the same local- 
ity. Since the Association accepts 
money for investment from any part 
of the country hut confines its lending 
activities to a fifty-mile radius of 
Louisville, the content of the commer- 
cials is also varied slightly too. in ac- 
cordance with the coverage of the sta- 
tion they are being aired over. I There 
are. incidentally, names from all over 
the country in the Association's books. 
Many of them. Flexner says, are hold- 
overs from "the early days of radio 
when there were only a few stations 
on the air and our programs reached 
from coast to coast.") 

1 he company has kept a sharp eye 
out for improvements within the or- 
ganization. In 1933, it became the 
first organization of its kind in Ken- 
tucky to operate under a Federal char- 
ter and federally insure its savings and 
investment accounts. The home re- 
search plan, set up during the war. be- 
came a kind of giant home lending 
library with photographs and plans of 
more than three thousand houses. The 
plans, including specifications, floor 
plans, mill lists and lumber lists, arc 
furnished free of charge to customers 
who wish to take out home loans. Re- 
cently they completely remodeled their 
four-story offices in Louisville and add- 
ed such customer-appeal features as 
Muzak and small rockers for children. 

1 oday the company's coverage of 
Louisville radio is so extensive that it 
should he difficult even for Flexner to 
keep track of his programs. Spending 
three-quarters of its S75,()()() advertis- 
ing budget on radio, Greater Louis- 
ville starts its week on the air with a 
15-minute. program on WGRC at 6:30 
in the morning. This is followed by 
IS minutes on WKYW at 6:45. on 
WINN at 7:00, WAVE at 7:15. and on 
WKLO at 7:30 all broadcast Monday 
through Saturday. While the programs 
for each station are different, they all 
consist of four transcribed inarch se- 
lections, with opening and closing an- 
nouncements and a two-and-oiic-half- 
minute commercial by Flexner in the 
middle. Says Flexner, "By using the 
five stations, beginning at 6:30 and 
running until 7:45. it has been proved 
to us that wc can catch people no mat- 
ter what time I lit* y get up." 

Hut that's only the. beginning of the 
company's radio day. At 11:45 there 
is a daily 15-minute program of tran- 



scribed classical and semi-classical mu- 
sic over WGRC, with the same kind of 
announcements and middle commer- 
cial. Over WINN, there is a daily 5- 
miiiute musical program at 12:25 with 
three-and-one-quarter minutes of mu- 
sic, one-and-three-quarter of message. 

The company uses the air in the 
evening hours, too. They sponsor a 
daily 15-minute newscast at 5:45 over 
FM station WHXW — a station they 
started buying before it was a year 
old. Over WKLO goes the Greater 
Louisville Music Room Program of 
semi-classical music for 15 minutes 
even Sunday afternoon. On Saturday 
nights at 6, the Greater Louisville Hour 
goes out simultaneously over WINN 
and WKLO. This live program fea- 
tures the Greater Louisville Ensemble, 
a mixed quartet that has been on the 
air for the company, over one station 
or another, for the last twenty-five 
years. The Greater Louisville Hour 
originates in the company's studio, 
with Flexner doing the commercials 
live, and is fed to the stations by an 
engineer. 

As for television, Mr. Flexner does 
not think it will affect his buying of 
radio time, although he hopes that his 
company will grow with the new medi- 
um as it did with radio. The company 
went into television for the first time 
on November 24th. sponsoring an im- 
portant local football gave over 
WAVE-TV. On December 1st. a daily 
one-minute spot program was started 
over the same station and Flexner 
hopes to follow this soon with a week- 
|\ 15-minute program. 



JOSKE'S 

{Continued jrarn page 25) 

looked more than a bit damp by mid- 
morning. Emergency Hood activity 
outside the store was urgent, and swift. 
Inside, anxiety over the state of the 
city. The empty aisles at Joske's looked 
ominous. It rapidly reached a point 
\shcr ad manager James Keenan de- 
cided some emergency measures were 
also indicated for the stoer. 

Like all in the Alamo City, be dialed 
the radio for latest information, tun- 
ing in first to Joske's year-round-spon- 
sored newscast on KITE. What he 
heard from Chief Meteorologist Orin 
Edrington- -brought in by special lines 
for a minute-by -minute account of con- 
ditions over the station was encour- 



aging. "It's all over." he told listen- 
ers; "let's get hack to normal." Police 
officers, also broadcasting over speciaj 
lines, were equally assuring. 

Further dialing brought in Henry 
Guerro's news em WOAI. He was re- 
assuring, too. "Let's get hack to nor- 
mal." Let's in effect, get over to 
Joske's. 

Keenan then and there decided to 
let loose a flood of his own. Calling 
for all 50-v.ord availabilities on KTSA, 
KABC. KONO. KIWW and KCOR 
(the last two Spanish-Ianguage stations 
to cover the hard-hit Bexar county's 
160,000 citizens of Mexican descent), 
Keenan went to work with Violet 
Short, Joske's radio director, and Bob 
Holleron. radio account manager of 
the Pitluk advertising agency. 

The trio knocked out copy on the 
double, plugging the fact that teh store 
would be open for shopping until nine 
thta night. Delivered to stations by 
hand, it was on the air within an hour. 

The hand-in-glove "it's all over, let s 
get back to normal" and "Joske's will 
be open till nine tonight," repeated at 
10-minute intervals over all stations, 
had immediate effect. 

Relieved shoppers arrived in holiday 
and buying mood, by car, bus, and 
taxi. At store closing time that night, 
Joske's had rung up the third largest 
day in its sales history. The following 
flay, bombarded by similar announce- 
ments from 6:40 a.m. to 9:15 p.m., 
the customers more than got into the 
spirit of things. 

For the week ending 29 October, 
here's what the Federal Reserve statis- 
tics show : San Antonio sales up 46 
per cent in retail sales compared with 
the same period in 1948; a Fort 
Worth increase of two per cent: a 
Dallas decline of one per cent; a drop 
in Houston sales of four per cent. And 
a national average department store 
drop of seven per cent. 

San Antonio's increase was attrib- 
uted by the 4 November issue of The 
Wail Street journal to the Joske-Days 
sales. 

"Without minimizing the vital role 
played by other media used, in the 
overall success of Joske days," says 
advertising manager Jim Keenan, "we 
attribute an important part of our first 
two days' record to our radio adver- 
tising. It proved again two of radio's 
greatest advantages and selling points: 
instant accessibility and complete flex- 
ibility." * * * 
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Hi West 52nd 



(Continued from page 7) 

1 capitalize COMMERCIAL because 
1 presume that was the basis for not 
including WJR in vour review of sta- 
tions activities in rural programming. 
And I must confess you were justified 
in passing up WJR. For fifteen years 
now we have been serving Midwest 
farmers on a purely public service 
basis. 

We must be doing a pretty fair job 
of doing that. One of the biggest radio 
advertisers in the country made a sur- 
vey ol the WJR rural area with the 
view to determining the best and 
cheapest medium through which to 
contact farmers and following their 
farm-to-farm canvass the advertising 
manager wrote their agency: 

"1 am thoroughly convinced, after 
making this study, that Marshall Wells 
(WJR Farm Editor) has the outstand- 
ing farm show in the country. I have 
never seen such enthusiastic response 
for a single show as we received from 
the farmers in our study. 1 can onh 
say that I am extremely sorry that 
after we are all set to buy this show. 
WJR does not see fit to sell the pro- 
gram to us." 

Perhaps readers of SPONSOR Maga- 
zine would like to know how WJR has 
won such predominance in the rural 
field that the Director of the State De- 
partment of Agriculture stated that 
from 75 to 90 percent of people at- 
tending farm organization meetings 
have indicated that they are regular 
listeners to WJR's farm program. Here 
is a capsule outline of what WJR has 
done and is doing: 

1. Made a thorough canvass of all 
rural interests to determine the type 
of farm program desired and the best 
time of broadcast. 

2. Developed three programs of 
strictly farm interest, "Farm Forum" 
weekdays at 6:30 a.m., "Voice of Agri- 
culture," Saturdays at 6:30 a.m. and 
"Farming Marches On."' Saturdays at 
7:30 a.m.. all SUSTAINING. 

3. Arranged for and broadcast on- 
the -spot weather reports from numer- 
ous points throughout the entire WJR 
primary area. 

4. Invested approximately $50,000 
in a mobile studio dedicated to farm 
service and used extensively for the re- 
mote origination of farm programs. 

5. Established a close working 



agreement with Michigan State Col- 
lege to assure the aceurac\ and time- 
liness of all information carried on 
the farm programs. 

6. Works eloseh with 1-H Clubs, 
the Grange, f arm Bureau, numerous 
focal farm groups and the State De- 
partment of Agriculture to obtain di- 
rect reports on conditions, develop- 
ments and news of value to farmers. 

7. Performs its own reportorial job 
rather than relying solely on wire 
services or governmental releases. 

b\ Cooperates with all farm groups 
in supplying speakers and talent for 
meetings, 

9. Gives liberal announcements to 
farm group meetings. 

10. Publicizes, without charge, auc- 
tions and the public sale of farm equip- 
ment that would be of interest to 
farmers. 

I think one reason for WJR's amaz- 
ing success in the rural field is that we 
treat farmers like people. Some farm 
broadcasters talk down to the farmer, 
speak a dialict loaded with ungram- 
matical expressions in the belief that 
farmers like this approach. We have 
found farmers highly intelligent — 



man) of them are college graduates. 
We have a high respect for them as 
listeners and a keen appreciation of 
ttieir evaluation of radio programs. 
Except for specific information and 
news about farm activities and farm 
markets, the farmer s choice of enter- 
tainment is pretty much the same as 
that of his urban cousin. 

You'll be interested in a recent sur- 
vey of 94 counties in the WJR primary 
area in which farmers were asked: 
"To which station do you and your 
family listen most frequently?" 35% 
named WJR for the 6:00 a.m. to 7:00 
a.m. period with the next nearest sta- 
tion mentioned receiving only 7%. Ap- 
proximately the same percentages were 
true for all other periods day and 



night. 



I'm certainly looking forward to the 
next "bonus" you have promised us 
subscribers to sponsor. In these sup- 
plementary reports you are performing 
a very worthwhile service to the radio 
industr) . 

Woktii Cramer 

Asst. General Maanger 

WJR, Detroit 



Worcester's BEST Buy! 

Call in our rep today! Ask him to show voti the latest report 
. . . the October-November Hooper Index! Look it over and 
see for yourself that WNEB delivers wiih the 

LOWEST COST PER 
THOUSAND LISTENERS 

. . . the lowest cost of any station in 

WORCESTER, MASSACHUSETTS 




Rcprcsonted by: The Boiling Company, Inc. and Kettell-Cartcr, Inc. 
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Santa on the air 

For all his roly-poly hulk, Santa al- 
ways lias been able to sail through the 
air with the greatest of ease. 

Which makes the affinity between 
the merr\ old gent and radio natural 
indeed. 

Santa was working earh and late 
with radio stations this yuletide sea- 
son, if reports flowing to sponsor's 
office are any indication. 

He came early to \\ BEN, Topeka. 
Over 6.000 people waited to greet him 
when he arrived, at the invitation of 
WHEN, with ten elfish helpers on No- 
vember 26. He hung around until 
Christmas and helped merchants ol 
North Topeka boost their anticipated 
Christinas sales about 20' <,, 

KITE. San Antonio, didn't take any 
chances. On December 10 the station 
dispatched its own news correspondent 



by plane to Santa's headquarters at 
the North Pole, lie hung around until 
the zero hour, reporting all details of 
Santa a preparations to visit the Alamo 
Cit\. even helping, him with his sack 
on the. long flight. 

KM A. Shenandoah, exchanged 
Christmas Eve programs with Ameri- 
can Radio Station RIAS in Berlin. 
Germany, to help the rotund gift-giveh 
on his journey. A choir in Berlin 
joined with another at Staton. Iowa, to 
express Christmas greetings. 

AT WBAL and WBAL-TV Santa 
worked overtime bringing the B&O 
Chorus to the NBC Network Christmas 
Eve, sending Dickens' Scrooge via tele- 
vision, and generally cavorting through 
the Baltimore air. 

Santa really rolled up his sleeves 
and got downright commercial when 
the folks at WSM. Nashville, caught 
up with him. They made him paint 
their yearend program schedule Santa- 
green-and-red. And on top of that they 
made him promise lots of business. 

He delivered too. 

Mail Order Radio 

Oliver B. Capelle, Sales Promotion 
Manager of Miles Laboratories, writes 
in a letter to sponsor: 

u \ our story 'Is mail order good for 
radio' seems overly charitable to the 
station practice of selling time on a 
per inquiry basis. From personal ob- 
servation 1 submit that current abuses 
are harming station reputations and 
disturbing thoughtful advertisers who 
pay card rates (see "40 W. 52" for 



complete letter ) , 

We aie in wholehearted agreement 
with Mr. Capelle on the per inquiry 
phase of mail order selling. No re- 
sponsible publication can condone 
practices which are known to create 
an unhealthy and unsteady business 
climate for sponsors and stations alike. 

sponsor's purpose in studying and 
recording the mushrooming growth of 
mail order sales is to explore and 
clarify the methods used and to bring 
the unwholesome practices out into the 
open. Certainh. nothing is gained by 
ignoring an existing and, in places, a 
flourishing business. In the full lime- 
light of factual publicity the more in- 
sidious practices are less likely to look 
profitable. 

Publications of mail order methods 
and practices by no means implies 
sponsor's editorial approval. 

Singing convincer 

There's a lot of sell in a song. 

Since we undertook our investiga- 
tion of singing commercials our eyes 
have been opened on a form of adver- 
tising that just spouts results. 

To the old complaint that radio can't 
work for a department store we cite 
"The store that jingles built" in Buffalo. 

To the protest that railroads are too 
conservative for breezy lines we point 
to the Lackawana lyrics sweeping the 
east. 

Whether it's shampoo or shoes, 
autos or foods, there's a singing com- 
mercial for your product. 



Applause 



P&C's Media Policy 

2>hrctvd advertisers have continually 
solved the problem of selling their 
products hy selecting the best media 
with which to promote them. They 
have never considered increasing ap- 
piopriations for one media a justified 
reason to abandon another. Procter 
and Gamble has repeatedly recognized 
this fad. 

In a contemplated move to up its 
television expenditures. P&0 is taking 



a long range view of all media. Ex- 
ecutives of the organization consider 
the product and then decide what me- 
dia will sell it best. Procter and Gam- 
ble does not expect to rush brashly 
into television at the expense of other 
media. The value of any media is 
measured by the sales it produces. 

For its multi-million dollar radio 
budget, the largest in the history of 
advertising, P&G used the same yard- 
stick. However, radio has proven to be 
a vital factor in keeping its sales 



geared to the level of the past few 
years. Therefore, present indications 
are. that P&G's radio allocations will 
remain untouched. 

Procter and Gamble officials realize 
that TV is a lusty infant, while radio 
is an established industry. They treat 
them as separate units, as they do 
newspapers, magazines, billboards, etc. 
Many other clear-thinking advertisers 
realize this, and follow the policy used 
by P&G and long advocated hy SPON- 
SOR. 
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ROPED 



TIED 



READY FOR BRANDING ! 




That's the breezy Arizona way of telling 
you that more than 

HALF A MILLION ARIZONANS 

who, annually, spend more than 

HALF A BILLION DOLLARS 

in KOOL's retail trading area provide a 
ready-made, loyal audience 

for YOUR SALES MESSAGE 

- made doubly responsive by KOOL's 
active showmanship and local promotion 



the consistently top-Hooperated 

COLUMBIA NETWORK PROGRAMMING 



i 



The 



Station in PHOENIX 




Key Station of the 

Radio Network of Arizona. 

KOOL, Phoenix 
KCKY, Coolidge 
KOPO, Tucson 

100% coverage of Arizona's 
richest area comprising 75% 
of the State's population. 



Your COLUMBIA Station 



IN ARIZONA 



5,000 WATTS DAY and NIGHT 960 KCs 

Phone, wire or write for availabilities today 

NATIONAL REPRESENTATIVES 

George P. Hollingberry Co. 

NEW YORK • CHICAGO • LOS ANGELES * SAN FRANCISCO • ATLANTA 



BWTi'aiUuC.MJI'WJ 




Working hand in hand, Westinghouse WBZ and 
the independent Boston Post ("The Great Break- 
last Table Newspaper of New England") merge 
news-gathering and news-dispensing iacilities to 
give New linglanders accurate, up-to-the-minute 
reports of the BIG news stories. Last month's 
election, for example, was covered over W'BZ 
by the Post's political experts., while the news- 
paper and WBZ-TY joined forces to bring 
viewers live reports on election events throughout 



New England. 



EXTRA 



Listeners, viewers, and readers appreciate this 
authentic news highlighted over WBZ and WBZTV, 
and reported fully in the Post (above). 




*76e &e&t C*t rftidiCKce 0$&Biafe/ 

WBZ, supplemented bv the synchronous voice 
ol WBZA in Springfield, gives unexcelled cover- 
age of populous New England. WBZ programs, 
in fact, reach 80% of this rich, six-state market, 
hi 50%- 100% BlMB daytime counties alone, the 
W'BZ market includes almost 1 Yi million families 
with a purchasing power of §6 l /2 billion! For 
availabilities on this sales-productive station, con- 
tact WBZ or our national representatives. 




BOSTON 

50,000 WATTS 
NBC AFFILIATE 



and WBZ-TV 

WESTINGHOUSE RADIO STATIONS Inc 

KDK A • WOWO • KEX • KYW • WBZ • WBZA • WBZ-TV 

National Representatives, Fiec S Peteis, except toi WBZ-TV; tor WBZ-TV. NBC Spot Sales 




